ike cea 


BRK oD 


Next Week 
You Will Find 


in “The Recorder” 


Shoes with Selling Points 


The world has become foot-fitting 
conscious through the new need of a 
more useful instrument of propulsion. 
We center the interest of this issue in 
fitting of feet at the fitting stool. Shoes 
are one article of retail sale necessitat- 
ing almost professional service and yet 
few merchants know how to get a profit 
in service rendered at the fitting stool. 

This issue is dedicated to those shoes 
whose primary purpose is “fitting fea- 
tures.” Shoes with talking points need 
presentation at this time of the year. 


* * * 


We have queried a thousand mer- 
chants selling men’s shoes, to give us 
facts on eight important points so that 
we might stimulate in turn other mer- 
chants to bring men customers into the 
shoe store more than the allotted two 
times in the whole year. 

If we can increase the interest of 
men in entering the shoe store, rest as- 
sured that the merchant, after reading 


this summary, will do his part in sell- 


ing an extra pair. 
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FRIENDLY FIVE FOOTNOTES 


a 


is an 
exclusive 


FRIENDLY FIVE 
STORE 


/ Martin B. Bender are 
merchants of recognized 
ability in Cleveland, 
Ohio. 


They agreed to consolidate their 
interests in a new store — in 1932 
— in a 100% location — in Amer- 
ica’s fifth largest city. 


They surveyed the field to find the 
shoe that could do the job that 
has to be done in 1932... 


and they selected Friendly 
Fives, exclusively ! 


Here is a tribute that represents 
more than words; it represents 
dollars and cents, research and 
thought. 


\t means that Friendly Fives do 
more than give the merchant 
good shoe values — it means that 
Friendly Fives give them a com- 
plete merchandising proposi- 
tion, which means profit. 


The design of Bender-Faflik’s store 
at Euclid and Ninth, Cleveland, is 
the result of the collaboration of 
the Jarman Shoe Company, a 
Cleveland architect, and Nela 
Park, the research organization of 
the General Electric Company. 


The store represents the new type 
of architecture first developed in 


JARMAN SHOE COMPANY — 
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The Friendly Five wordin, 
the sides of the door is re; 


Germany, in which light 
is made part of the ar- 
chitectural design. The 
Friendly Five Store in 
Cleveland is one of the first instal- 
lations ever to be made in the 


@ Aluminum chairs, heavy carpet, with an 
illuminated grill at 
the end-point of the 
store,r tmodern- & 
istic appointments 
conducive to the sale 
of merchandise. 
Stock rom and easily 
accessible. : 


Pe I 
hats deat dull 


"sagem 
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NASHVILLE, 


. eat fe _e 


FRIENDLY F1Ve 


is in black, silhouetted over flashed opal. The column of light at 
ted against black vitrolite. 


United States. Information may 
be secured by writing the factory. 


A True Story 


On the opening day, Friday, June 17, 
sales so far exceeded expectations 
that the stock of shoes on hand was 
found inadequate for Saturday’s sale. 
The factory was called and another 
shipment was rushed to Cleveland 
in a chartered plane of the American 
Airways. 

The shipment is shown here being 
unloaded from the plane. W. M. 
Wiggers, representative of the com- 
pany is seen in the plane doorway. 
We take pride in the part played by 
our merchandising staff in this suc- 


-cess, and in the service and resource- 


fulness of our in-stock department 
in supplying shoes in any emergency 
call. Another specific example of 
factory cooperation with the retailer. 


TENNESSEE 
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October 22, 1932 


The VOICE of the TRADE 


One of the 


features of the Shoe and Leather 
Fair held in London, Oct. 3 to 7, 
was the exhibition of old master- 
pieces of shoemaking. 

Back in the nineteenth century 
the famous Pascoe answered a £10 
challenge by producing a boot with 
a sole attached—sixty stitches to 
the inch. London now makes the 
claim that no craftsman today can 
perform a similar feat even for a 
wager of £1000. Photographs were 
taken of the oldest cobbler in the 


country, Mr. Merriott, aged 89, 
holding the famous Pascoe shoe. 

Now if this is in the nature of 
an international challenge, we look 
to John Slater of Fifth Avenue to 
find for us a craftsman who can, 
in 1932, put in sixty true stitches 
to the inch. Mr. Slater says that 
he thinks it can be done again for 
he saw similar shoes at the Phila- 
delphia Centennial of 1876. 

If you think sixty stitches to the 
inch is just a simple feat of a sew- 
ing needle and a shoe thread, meas- 
ure off on a piece of paper an 
inch and try to put sixty dots 
therein. We tried our best and 
failed. It is comparatively simple 
for a draftsman to scale and rule 
and make minute points and even 
to subdivide the inch into a thou- 
sand parts; but this is a feat of 
stitching by hand, without meas- 
ured punching and it is no easy 
undertaking. 

But there it is. If the challenge 


is to be made and picked up, here’s 
an opportunity for a world-wide 
show of craftsmanship. At any 
rate, measure off the inch and try 
it yourself with a sharp-pointed 
pencil. 


x * Ok 


The sole and 
heel division of the United States 
Rubber Company at Providence, is 
operating at capacity with three 
eight-hour shifts of workers, em- 
ployed 24 hours a day. 

A news item tells that officials 
of the company declare that the 
rate of production, necessitated by 
a steady flow of orders which be- 
gan a month ago is likely to con- 
tinue indefinitely. 

* ok * 


Crees W. Williams 


of Efird’s, Charleston, S. C., says: 


“We have been selling far more 
merchandise of late weeks. It is 
still necessary to sell nearly twice 
what once would have been neces- 
sary to obtain the same volume. 
The increased demand has been 
most marked in medium priced 
merchandise in all lines.” 
. @ 


Cscorge M. Garman 
of Philadelphia reported to the As- 
sociation’s Insurance Department 
that a plate glass was broken in a 
window at his Ridge Avenue store. 
The report was received at 9 a. m. 


At 10 a. m. an inspector was at the 
store to measure the glass and at 
12.15 p. m., just three hours and 
fifteen minutes later, Mr. Garman 
signed the workman order that 
the glass was placed and the work 
was satisfactory. 

Speed and service by the M. A. 


S. R. A. 
* 


They tell us 


that you can take an Osteo-path-ik 
shoe and put it through a washing 
machine wringer without hurting 


its wear, fit or appearance. Some 
Osteo-path-ik dealers have put on 
a window demonstration by using 
an old washing machine wringer, 
and have put through some shoes 
as high as 157 times, and then have 
worn them with as good fit as ever. 
These window demonstrations cer- 
tainly arouse curiosity and interest 


in the merchant’s store. 
* * * 


Matcolm P. McNair, 


of the Harvard School of Busi- 
ness Administration, significantly 
states : 

“During the last dozen years, 
the cost of doing business in de- 
partment stores, for instance, has 
gone up from about 25 per cent 
to about 35 per cent of sales. In 
other words, department stores 
typically, even before the depres- 
sion became severe, were taking 
about ten cents more out of the 
consumer’s dollar for operating 





































































































































































































































































































































costs than they were a dozen years 

ago. This rising expense ratio is 
by no means confined to depart- 
ment stores. Shoe stores, for in- 
stance, have about the same cost 
of doing business in pércentage of 
sales as do department stores, and 
they, likewise, are taking 8 or 10 
cents more out of consumer’s dol- 
lar today than they did a dozen 
years ago. Furthermore, it is 
only fair to remark that chain shoe 
stores, on the average, apparently 
‘have just as high costs of oper- 
ation as do independent shoe 
stores. 

“These increasing costs of do- 
ing business mean that a larger 
part of the consumer’s dollar is 
being used to cover costs of distri- 
bution rather than costs of produc- 
tion. In other words, the econo- 
mies that have been achieved in 
the field of production have been 
in substantial part absorbed by the 
increased expense of marketing.” 
* ok * 


The public 


has rebounded from the low of 
bargain footwear to the better 
grades in juvenile footwear. The 
Green Shoe Manufacturing Com- 
pany of Boston, makers of juvenile 
shoes, report September the big- 
gest month they have ever experi- 
enced for in-stock sales. A 20 per 
cent increase is strong indication 
that business is on the road to 
better things. 





[, far off Ceylon 
the fame of American shoes comes 
back to the E. E. Taylor Company 
of Brockton, who recently were 
informed by the Boot and Shoe 
Workers Union that Captain A. 


Boyd of Belfast, Ireland — for 
many years a resident of Colombo, 
Ceylon—had endeavored to trace 
the identity of a manufacturer 
whose shoes he had purchased for 
years in Ceylon and now that he 
resided in Ireland desired to con- 
tinue to buy them. 














SPEND AND LIVE 


—‘Save a dollar and keep the Sheriff away” 
ra possibly good preachment for yester- 

ay. 

—But “spend a dollar and keep the Sheriff 
away” is far more appropriate philosophy 
and economics for today. 

—We had a full year of. non-spending and 
hoarding and we all know, to our grief, 
the results. 

—Now that we are well over the panic 
stage we realize that money in cold 
storage means trade stagnation, unem- 
ployment and suffering; whereas money 
in motion means busy factories, full 
wages and prosperity. 

—Dollars are restless. They must have 
plenty of exercise if they are to function 
normally and serviceably for all. 

—Normal spending is healthy; abnormal 
saving is disastrous. 


Zourr & a 


President. 





Mwy C. French, 


of 1379 Detroit Street, Denver, 
Colo., has invented a Lightning 
Profit Flasher, needed in every 
store. It is in the shape of two 
disks—the larger one showing the 
selling prices and the smaller one 
showing the cost prices. Rotating 
the disks, you find in a slot the 
percentage of profit not only for 
single items but for dozen items. 
It is quite the most useful profit 
indicator that we have ever seen. 
Mr. French’s years of retailing 
experience and his business articles 
have convinced him that the No. 1 
thing in every business is that of 
knowing the margin of profit in 


every item carried. 
SS 


Pieien A. Lloyd, 
of Lloyd’s Walk Over Boot Shop, 
Racine, Wis., says: 

“We should call a halt on price 
cutting and get back to a regular 
price basis and stay there for six 
months. Two sales twice a year is 
all we need. 

“The sooner we all get back to 
boosting prices the sooner we will 
pull ourselves out of the depres- 
sion. Thank goodness, it looks 
like we were on the way out now. 
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“Falling commodity prices to- 
gether with lowered wages and 
lack of confidence have made the 
depression. Just the opposite will 
bring us out of the depression— 
Confidence and Rising Prices. 

“It is our honest belief the best 
stimulant we can have today in the 
retail business is a notice from our 
manufacturers of an advance in 
prices. The retailer will pass it 
along and it will reflect in im- 
proved business from the retailer 
down the line. 

“We've tried lowering prices; it 
has not helped, but has done just 
the opposite of what we wanted. 
Now let’s try the other—‘advanc- 
ing prices’—the time is now ripe 
and the public is ready to accept 
advancing prices; but it must be 
general in the industry and we 
must have publicity with it.” 


* * * 
Hikers ! 


Rev. Thomas H. Billings of Salem 
Mass., just back from England, 
tells tanners and shoemakers of the 
North Shore district: “I saw hik- 
ers on the highlands, hikers on the 
lowlands, hikers on the moors, 
hikers in the villages, hikers in the 
city—in fact, I never saw so many 
hikers before. They were every- 
where. They appeared to be en- 
joying themselves immensely. They 
looked very sturdy—the women 
and children as well as the men. 
“Now wouldn’t it be well for 
you shoemakers, and tanners too, 


> 00 
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to encourage hiking in this coun- 
try? Being ‘proud of your prod- 
uct’ is just preface to telling and 
selling the public an ‘idea of great- 


» 99 


er use. 
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* * * 


Ccoonge W. Barney, 
well-known Brockton shoe manu- 
facturer, reaching the finals in the 
Brockton Country Club champion- 
ship (though more than 55 years 
old and a 24 handicap player) es- 
tablishes the fact that the firm of 
Barney, Capen & Denham is about 
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set to meet any other three execu- 
tives of any one factory in the 
country, for shoe factory honors 
on the fairways. 

While it is generally known that 
both “Bill” Denham and Harold 
Capen, his two partners, have al- 
ways been capable of holding their 
own in the ancient Scotch game, 
Mr. Barney has set “the town talk- 
ing” with his recent achievement 
and the best wishes of his fellow 
manufacturers along the South 
Shore accompany him to the play- 


off. 
* 


* * 
W. S. Stryker, 


who operates a shoe store in the 
Wellington Hotel Building, 
Omaha, says: 

“Men want good shoes but they 
buy what they have the money to 
pay for. $5.50 will be the popular 
price this fall. More pairs will be 
sold at that price. Everybody is 
tired of cut prices. Shoe repair 
men are complaining for the first 
time that business-has slowed up. 
That tells the story—the old ones 
will not stand any more.” 

x ok * 


© csitane A. Schoen, 
of the Wise Shoe Company is 
editor-in-chief of the house organ, 
the Wise Owl, issued monthly— 
with the caption: ““Knows All, Sees 
All, Tells Everything.” He leads 
off with a plea for enthusiasm and 
says: 

“Every man must find for him- 
self the best means of keeping up 
his enthusiasm. The most enthu- 
siastically successful man I know 
sells space in a Sunday newspaper. 
He is just a bundle of enthusiasm. 
He believes that nothing in the 
world is as good as the proposition 
he is selling. He thinks, eats, 
sleeps and talks his proposition. 
His enthusiasm is like a magnet 
that pulls you his way. In five 
minutes he can make almost any- 
one believe him. And in the ten 
years I’ve known him, not once has 
he lost his enthusiasm. 

“The difference between success 
and failure is just this matter of 
enthusiasm. And the first principle 
of enthusiasm is to believe in a 
thing.” 
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Six years of 
thorough investigation and re- 
search in the retail shoe business 
and Edward H. Cohn, L.L.B. 
C.P.A., announces to retail shoe 
merchants and manufacturers who 
control retail establishments, a new 
and unique service of accounting. 

Whereas the average account- 
ing service deals solely with the 
recording of past financial trans- 
actions, Mr. Cohn’s service in ad- 
dition to this emphasizes and sup- 
plies the need of pertinent infor- 
mation and statistics to guide the 
merchant in his plans for the fu- 
ture. Infallible controls and checks 
on the defects in the merchants’ 
financial and merchandising struc- 
ture are featured in the compre- 
hensive service which he offers. 

x * * 


MERVOR” 
4 \ 


Jack Carr 


of Lutz, Florida, writes: 

“Do you remember the actor— 
who played the part of Lincoln for 
so long, he actually thought he 
WAS Lincoln? He walked, talked 
and dressed like Lincoln all the 
time. 

“One day he was walking down 
Broadway, clothed in the cape and 
high hat of Lincoln’s period. Some- 
one pointed him out and said: 
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‘That fellow will never be satis- 
fied until he’s assassinated.’ 

“Aren’t a lot of us like that? 
We talked and thought Depres- 
sion so long, we’ve come to the 
conclusion life holds nothing else. 
We'll never be satisfied until some- 
thing terrible happens. Maybe 
some of us should be shot.” 

* * * 


Quality footwear 


was featured in advertisements by 
five prominent shoe retailers in the 
Oct. 9 Philadelphia Public Ledger. 
The prices were $18.50, $15.00, 
$12.50, $9.50 and $8.50. One wo- 
men’s ready-to-wear store featured 
a $12.50 shoe; while only one de- 
partment store featured a shoe as 
low as $6.00. The public is on the 
road to reason and now quality- 


conscious. 
* * * 


With former 


Mayor John S. Kent of the M. A. 
Packard Co., president Herbert L. 
Tinkham of W. L. Douglas, 
Charles E. Moore and George H. 
Leach of George E. Keith Co., 
representing the shoe industry— 
Brockton’s Community Chest 
Fund with a goal of $152,382 is. 
more than likely to exceed its 
quota. 

This quartet of shoe executives 
has never failed to rally to any 
good cause in their district and the 
coming campaign has all their en- 
thusiasm and effort. 
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Group Demands 


Industry and Jobs of 


Employees 


Present Convincing Evidence in Hearing 
Before Treasury Department, in Washing- 
ton, Indicating Dumping of Rubber-Sole 


Footwear by Foreign Countries as Threat 
to the Entire Rubber Footwear Industry. 


A group of leading American 
rubber footwear manufacturers headed by Arthur B. 
Newhall, chairman of the Footwear Division of the 
Rubber Manufacturers’ Association and president of 
the Hood Rubber Company of Watertown, Mass., ap- 
peared before Treasury officials on Thursday, Oct. 
13, to protest the petition of importing interests for 
the removal of the Treasury order of suspected dump- 
ing, laid against imports of rubber-soled footwear 
from Japan. This was met with sworn testimony, 
that further inroads from this type of competition 
would destroy the American rubber footwear in- 
dustry. 

While the present order of suspected dumping ap- 
plies only in the case of Japanese shipments, each of the 
rubber manufacturers appearing urged the necessity 
of extending the restriction to products from Czecho- 
Slovakia. These two countries according to testimony, 
have already taken the world market in rubber-soled 
footwear. The prediction was made by several wit- 
nesses that “if Japan can strike our domestic market 
a death blow” in rubber-soled footwear, there is no 
reason to assume that the same fate will not confront 
the manufacturers of tires and the thousands of other 
rubber products. 

“We are not very much interested in this situation 
as a legal matter,” said Mr. Newhall. “What we want 
is to keep 25,000 people at work in our factories, not 
to mention the thousands of others in the retail trade 


ARTHUR B. NEWHALL 


President, Hood Rubber Co., and Chairman of 
Footwear Division the Rubber Manufacturers’ 
Association. 


who make their living in this industry. “Last year 
Japan had 2 per cent of this business in the United 
States. The first eight months of this year they had 
10 per cent. They are now trying to do to us what 
they have done in India and Australia, where they 
have literally captured the business in a period of 
three years. 

“We believe it is up to this country to give us imme- 
diate and positive relief. We know that a million 
pairs of these shoes are now at New York ready to 
be distributed the minute the opportunity offers. Every 
pair that comes in means less work for the people in 
our factories and this is no time to be adding to un- 
employment. Waterproof footwear from Japan and 
Czecho-Slovakia is coming into the country on an 
equally low basis. 


“When a foreign country can 
make such inroads in a well-established American in- 
dustry as has been done in these rubber footwear lines 
this year, something has to be done and done right 
away to save the jobs of our American workers. Un- 
less positive relief is given at once nearly 100,000 
more persons will be.added to the army of depen- 


. dents.” 


Mr. Newhall told Acting Secretary of the Treasury 
A. A. Ballantine, that his concern “cannot go on man- 
[TURN TO PAGE 32, PLEASE] 
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A Christmas C amne ign 


for Every Shoe Store 
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Mieswiliers 


BOOT AND SHOE RECORDER 
PROMOTION 


Nine weeks before Christmas 
And all through the store, 

They’re planning promotions 
Like never before. 


And you in your shoe store 
And customers too, 
Want practical gifts 
With styles that are new. 
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Boot and Shoe Recorder Presents 


A Christmas Profit Promotion 


we] 


MAKE IT A FOOTWEAR CHRISTMAS 


lvs time now to start thinking 
and planning about what you are going to do to get 
some Christmas business. 

Christmas buying this year will be very close to 
practical things—things to wear. This means, of 
course, that well organized efforts to appeal to this 
feeling in shoppers will be very productive for shoe 
retailers. Adopt a slogan of the moment, like, “Give 
Practical, Wearable Things This Year,” or “Give 
Things to Wear This Year,” and put all your effort 
into selling the idea. 

In addition to gift shopping—there also is another 
angle that has possibilities :-“SHOES—your Christ- 
mas gift to yourself!” Such an idea, well executed, 
might well account for a substantial increase in the 
sales,of shoes in addition to gift goods. 

In merchandising gift goods, remember this: They 


have to be fairly well sold out to realize a profit, just 
as shoes must be sold out to the last pair to get an ade- 


quate profit. 


There is this one important justification for han- 
dling these gift items in a shoe store: They bring in 
new faces; more traffic in your store. More traffic 
means more lookers—and if you have plenty of things 
on the inside, tastefully displayed, for them to see, 
your sales will benefit from it. 

Conditions and stores in various sections of the 
country are different, and naturally not all the sugges- 
tions contained in this article are suitable for all stores 
and cities. Many of the things, however, are work- 
able enough to almost be principles of holiday mer- 
chandising. So let’s get started. 


Wat to sell? Shoe stores 
have had fairly good success with the holiday mer- 
chandising of such gift items as those in the follow- 
ing suggested list: 


BAGS—Many shoe stores are already selling bags 
and will be familiar enough with sources of supply and 
appropriate holiday types to buy them properly. For 
the store going into this type of merchandise for the 
first time it might be well to get in touch with manu- 
facturers who would work with you on some sort of 
basis by which you could return all unsold merchan- 
dise after Christmas. In selling bags be sure to have 
holiday boxes of some sort in which to wrap them, as 
this stimulates the position of bags for gift-giving. 


BUCKLES AND ORNAMENTS—Buckles and 
ornaments for shoes have in past years been fairly 
important as a shoe store gift item, but apparently 
their popularity is due for a slight setback this season 
due to the fact that this type of merchandise falls 
somewhat in the semi-luxury class. 


HANDKERCHIEFS—Handkerchiefs have be- 
come one of the biggest selling gift items in the mer- 
chandising category and should be easily and profitably 
handled by any shoe store having a women’s hosiery 
section. It is suggested that boxed handkerchiefs be 
handled exclusively, as they are easily displayed and 
quickly sold. A number of shoe retailers have made 
arrangements with local jobbers to stock novelty hand- 
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Plan for Fears Shoe 


kerchiefs, subject to return of all unsold goods after 
Christmas. 


PERFUMES—Most shoe stores can handle a lim- 
ited line of perfumes and a few related articles such 
as compacts, provided they stick to a few popular 
odors and prices. This merchandise also can in most 
instances be stocked subject to return after the Christ- 
mas season. 


GLOVES—The average shoe store will find gloves 
a bit unwieldy to handle due to the complication of 
size scales and colors, but if an arrangement can be 
worked out with local jobbers by which a reasonable 
stock of such merchandise can be obtained, subject to 
return, then it might be advisable to stock them. 


LINGERIE—The average shoe store handling 
women’s hosiery can sell quite a bit of lingerie and 
the person responsible for the merchandising of ho- 
siery stock should have no difficulty in making suit- 
able arrangements for this type of holiday merchan- 
dise. 


COSTUME JEWELRY—Many shoe stores, espe- 
cially of the family type, have had very good success 
with the selling of costume jewelry and if such mer- 
chandise is stocked for Christmas selling, only the best 
selling prices and pieces should be handled. 


LUGGAGE—Cases are known where shoe stores 
have made working agreements with luggage shops to 
obtain a stock of various types of traveling bags and 
fitted cases on a returnable basis. It is suggested that 
this merchandise be not included in your holiday pro- 
gram, unless you have plenty of room to display it 
properly. 

WOMEN’S HOSIERY—The prices on women’s 
hosiery have made substantial drops during the last 
Summer and even with the advance in prices of ho- 
siery at wholesale few stores have shown an inclina- 
tion to grade prices back up. It is believed by many 
retailers that low-priced hosiery will not be greatly 
in the picture for gift-giving and this presents an 
opportunity for the shoe retailer. By aggressively 
pushing-and promoting hosiery at a price of a dollar 
and“over early in the Christmas selling season he can 


establish himself as a source of better quality hosiery, 
[TURN TO PAGE 46, PLEASE] 


Store 








1. ADVANCE PLANNING 


DOPT a theme. Let it be, “I am going to sell 
more shoes—or more hosiery—or more gift novel- 
ties,” or anything else—but have a theme. 

Plan to execute that theme, with good merchandising, 
good advertising, good displays, and good selling work. 
Make everything count in reaching the goal. 

Plan something for every day of the holiday season. 
Perhaps you can run newspaper ads every day, or mail 
out direct advertising every day, but you can present 
seme new gift idea, having every one on the selling floor 
present that idea on that day. Then it can be changed 
often in the windows and interior displays, too. 


2. THE SALES PLAN 


ET up daily quotas for the store; also for each de- 
partment offering each group of holiday merchan- 
dise. 

Decide which ones you are going to promote most 
vigorously. Be sure that the ones you do decide to put 
pressure on are the ones that will in all probability be 
your best sellers. 

Schedule your promotions for each day of the holiday 
season. A little investigation may reveal that certain 
days of the week are best for hosiery and others are best 
for other items. Knowing this, you can make a daily 
schedule of what types cr prices of goods to offer. 


3. THE MERCHANDISE PLAN 


ET quotas of special or gift merchandise items to 
purchase for your anticipated holiday requirements. 
Arrange to have on hand enough of the merchandise 
you expect to promote most vigorously. Whether it is 
shoes, hosiery, bags, or other items, plan to buy so that 
you can quickly fill in depleted stocks on short notice. 
Take advantage of holiday packaging of merchandise. 
Many gift items can be had with plain or holiday boxes, 
and after the holiday season is over the merchandise 
can be removed from the boxes and placed in stock. 
The holiday air in a package adds immeasurably to the 
sales value. 
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Good Merchandise Displays, with 


Slippers and Hosiery Lead as Holiday 


18 










Extras, But Don’t Forget to Stress Shoes 





[, promoting the sale of 
Christmas findings for men, the first essential is to 
have the merchandise properly priced and on display 
with price tickets. We will go through a regular 
season without price tickets, but when the holiday 
items are being purchased, which is generally termed 
the busy season, we have found that 20 per cent of 
the time required in making a sale is eliminated if the 
customer knows the price when the sale is in progress. 

The holiday season brings to the shoe store many 
opportunities for the sale of “extras,” merchandise 
such as might not be called a practical investment 
throughout the year, yet could be made a profitable 
end of the business if some effort in the promotion of 
this merchandise was made by those in charge. Find- 
ings are no longer just a dead weight on the shelves, 
but concentration to a degree has brought returns that 
have more than paid for the investment. By findings 
we do not necesarily refer to laces, polish, etc. We 
include in this category slippers, trees, hosiery, spats, 
belts, braces, garters, rubbers, shoe bags, riding boots 
and riding boot accessories that are carried today in 
practically every men’s shoe store in the country. 

In addition to the regular numbers of findings car- 
ried in our stores we find at Christmas time the need 



































A riding set, especially when boxed as shown, 
tion. More people are riding now, than ever 






Men's departments can feature the items 
shown on these pages to good advantage 
during the holiday selling season. Fully 60 
per cent of them are bought by women. 
a Best sellers include: slippers, hosiery, trees, e 
moccasins, spats, riding boots, polishing kits, 
athletic shoes, galoshes, riding boot acces- 
sories, polishes, leather belts, ties, garters, 
shoe bags, dress shoes, golf shoe bags and 
mufflers. 































Boot AND SHOE RECORDER 
combining THE SHow RETAILER, Oct. 22, 1932 


Price Tickets, Help Sell the Man 


Practical Suggestions to Increase 
Christmas Sales in Men’s Stores 


By F. O. HALE 


of many other items for the increase of sales. When 
one realizes that in many of our stores a limited 
amount of space exists, caution must be taken so as 
not to clutter up the shops with merchandise when 
there is not a satisfactory place existing. 

We sell only such merchandise as we can conve- 
niently display. Mufflers are an item that have in 
the past yielded us a fair holiday business. While 
mufflers are not essentially an item for a men’s shoe 
store, we have had quite a number of calls for them, 
especially when we featured them in the window. We 
do not make any special trim or display of this item, 
but rather use them as a drape on the shoe fixtures. 
When properly blended with a shoe to harmonize, the 
contrast in the window is attractive and both the shoes 
and mufflers show to advantage. 

Spats as gifts have been stronger in sales each holi- 
day season, and while the sales of spats in general 
throughout last season was not as good as in the year 
previous, the gift sales of spats showed a decided im- 
provement, due to window display for this purpose 
and the efforts made by the salesmen to “follow 
through.” 





[TURN TO PAGE 42, PLEASE] 


will produce many sales for the entire collec- 
before, hence more interest in riding accessories. 


Four laws, observed by keen merchandisers 
relative to Christmas selling, are as follows: 
1. Box all Christmas goods on display. 2. 
Make combinations to sell at an even one, 
two or three dollar price. 3. Tell the little 
“Virginias” on your sales force that there is eS 
really a Santa Claus. Have selling contests. . 
4. Have plenty of fresh, bright colored new 
slippers, hosiery, shoe bags, etc. 5. Promote 
“Lounging,” “Radio Tyme,” “Dressing” slip- 
pers, but not just slippers. 
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What Shoe Stores Can Sell 





STAR ITEMS 
For Your Christmas Buying 


* Stockings in the new wine brown. 
Clocked stockings. Non-run stock- 
ings. 


* Velvet gloves. Sports gloves. 


* Evening galoshes. Back strap 
mules. Slippers. 


* Metal trimmed bags and belts. 
Bags in pressed suede, velvet and 
informal felts. 


* The three high notes in jewelry. 
Doughnut bracelets. Metal clips, 
Giant metal safety pins. 


* In novelties. Slipper trees with 
width and length adjustment. 
Transparent heel guards for auto- 
mobile drivers. Compacts, very 
large, very flat. A new umbrella 
with sandals in its handle. 











When December first 


comes around there are three 
things a shoe store can do. It can 
have a sale. It can take a rest. Or 
it can get busy on Christmas busi- 
ness. 

“There’s no reason in the 
world,” said the manager of a 
Fifth Avenue shoe store the other 
day, “why we shouldn’t have a 
good December. Women like to 
shop where the stores aren’t so 
crowded. Men like to shop where 
they see men clerks. I’m going to 
have my Fall sale all washed up 
by Dec. 1. I’m going to fill the 
windows with attractive gift items. 
Some Christmas things will be 
shown before that. Not many. 
No use telling people to shop early 
these days. But play these three 
weeks hard and they can be 
a gold mine.” 

The three big Christmas items 
in shoe stores (according to a ques- 
tionnaire we sent out to the trade 
last month) are hosiery, bags and 
slippers. And the best of these, of 
course, is hosiery. But shoe stores 
can go further than this at the 


By 
RUTH 
HARRINGTON 


In the Sketches: 1. Gift hosiery box 


in suede paper and silver, with original 
slanting top. 2. Lastex velvet gloves 
and matching shirred velvet bag. 3. 
Boudoir slipper that lends itself to 
dyeing. 4. Evening gaiter in rubber- 
ized and dyeable moire. 5. Ski boots 
that can be worn for general winter 
sports; knitted accessories to be sold 
with them. 6. New crop with horse's 


head, hand knitted riding gloves. 


Christmas season. Into the fields 
of belts, handkerchiefs, gloves, 
even certain items of jewelry. 

Stores that have sold such ac- 
cessories successfully have tied up 
these gifts with shoes, with bags, 
or both. The Walkover store on 
Forty-second Street, New York, 
for instance, has been getting some 
extra sales lately on belts. They 
started out by showing a belt to 
match a perforated suede they 
were featuring. Then they found 
that they could sell belts out of the 
window. In this season when belts 
have special fashion importance, 
they expect to do a Christmas belt 
business, in adjustable lengths and 
at attractive prices. 

Gloves this year are also logical 
shoe store items. New types made 
of Lastex fabrics and other flex- 
ible materials need be merchan- 
dised in only three sizes. Velvet 
or satin gloves can be displayed 
and sold in conjunction with velvet 
and satin slippers and hand-bags ; 
sports gloves in relation to sports 
shoes. 

The metal fashion in all costume 
accessories might bring even brace- 
lets into the picture, or the new 
metal clips and giant chromium and 
gold safety pins that are so much 
the vogue right now. High neck- 
lines and elaboration at the top 
part of the sleeve have put all the 
jewelry emphasis this year on two 
things—bracelets and pins. And 
shoe stores should be able to get 
some of the business. 

Suggestive selling of accessories, 
to be sure, is something to be han- 
dled with care. The “Barber Shop” 
method, as one retailer calls it, of 
trying to sell the customer “the 
works,” doesn’t work out with the 
woman customer! She gets an- 
noyed when the clerk stands rat- 
tling off a long list of also-rans. 
But when there is a legitimate rea- 
son for bringing accessories to her 
attention, a. suggestion of related 
fashion, or related use, then the 
woman buying a pair of shoes is a 
good prospect for other acces- 
sories. 
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as Christmas Gifts for Women 


The manager of a chain store 
whose success with these sidelines 
is something to talk about, has a 
plan that works out particularly 
well at Christmas time. He has 
his men play a different accessory 
every half day. Slippers in the 
morning, for instance, handbags in 
the afternoon, and so on. This 
“stagger” system of selling doesn’t 
stagger the customer. And the 
definite objective makes for good 
keen competition among the men. 

Displays can do a big job in sell- 
ing gifts, if you are lucky enough 
to have ample display space. Take 
a metal display like the one sug- 
gested in the photograph. Or a 
sports display. Skiing, skating, 
riding . . . whatever is the sport 
of your locality. Sports displays 
always get interest, and the mark- 
up on sports accessories, such as 
ski-boots and riding crops, is a sat- 
isfactory one. 

The stocking news these days is 
runproof hosiery. Under new pat- 
ents, licensed to a number of hos- 
iery companies, stockings of lock- 
stitch construction are being re- 


In the Photograph: Two bags with 
typical metal ornaments: One in felt 
studded with the new nail heads; the 
other in pressed suede with silver 
coat-of-mail. Wide “Doughnut” brace- 
lets sponsored by the French dress- 
makers. The flexible link belt for the 
Renaissance revival in fashion. The 
metal note is repeated in the shoe 
buckles. At the extreme front, one 
of the new metal clips. 


When Shoe Stores Catch 
The Christmas Spirit, 
Many Feminine Gift 
Items Can Be Merchan- 
dised Successfully to 
Women... and to Men. 


tailed at a $1.35 minimum. Some 
of these stockings resemble a fine 
mesh. Others are cut and sewed 
hose of chiffon appearance. The 
success of the idea is still uncer- 
tain. Many buyers who have had 
unfortunate experiences with bad- 
ly made meshes object to the 
mesh-like look. Some factors have 
taken this opportunity to sell off 
old meshes as new runproofs. 
Opinion is divided as to whether 
runproof hose should be stocked 
as a Christmas item. Its appeal is 
strict economy, which, some buy- 
ers feel, is not a good Christmas 
appeal. Others believe that the 
economy idea is still uppermost. 
Moreover, anything as new as this 
gives the salespeople something to 
talk about, an especially important 
consideration in selling hosiery to 
men, who are often in doubt about 
what to buy until some such defi- 
nite argument as this is presented 
to them. 

Quantity deliveries on runproof 
hose will be made the end of this 
month. The progress of this stock- 
ing is something to follow closely: 
in the next few weeks—with a 
view to November and December 
merchandising. 

Clocked stockings, which the ox- 
ford fashion in shoes has brought 
into the spotlight, are especially at- 
tractive for gift giving. There is 
nothing nicer on a slim ankle than 

[TURN TO PAGE 36, PLEASE] 
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Put the Kiddies 


By GEORGE E. GAYOU 


Children are the first 


consideration when Christmas gifts are discussed. 
What to buy the children precedes any thought of 
others to be remembered at the Yuletide season. Per- 
haps of all the giving there are more useless and im- 
practical presents given to children than to grown-ups. 
Reference, of course, is to things that are short-lived 
and have only a passing interest for the child, but 
parents are swayed by sentiment toward indulging the 
children with toys rather than by sound judgment. 
Has the retail shoe man contributed to this condi- 
tion? Perhaps, indirectly; through lack of intensive 


. merchandising of the practical articles which make 


excellent gifts for children. 


lvs expecting too much to 
believe that without any promotion a real interest can 
he developed in giving children footwear for Christ- 
mas. Facts need not be exaggerated in saying that the 
youngsters do enjoy a new pair of shoes. It’s always 
dress-up time for kiddies and without a new pair of 
shoes the picture is not complete. 

Your promotion plans for attracting the children’s 
business to your store should follow closely those 
adopted by the department stores. Build an interest 
in your store with some idea that will make the child 
insist its mother bring them to your store. 

A live Santa Claus sweeps little tots off their feet. 
An inexpensive souvenir, Christmas book or balloon 
or jim-crack is a positive puller. Have the store ap- 
pealing in Christmas atmosphere in the particular 
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on a New Footing This Christmas 


section where the children are served. Display 
things you know they are going to like. If neces- 
sary, give something in addition to each pair of 
shoes during the holiday period. From actual ex- 
perience it is known that the widespread demand 
for boys high top boots was the result of the jack 
knife inserted in the pocket. It was the plus item 
that made it attractive. 


F may remain for the 
merchant to add this item with each pair of shoes 
but some little extra feature like this has an attrac- 
tion for children that makes it a good investment. 
Package the shoes in boxes that are suggestive of 
Christmas spirit. Special boxes are available and 
holiday wrapping paper of a design that is an eye- 
catcher should be used. 

The child’s desire to have a new pair of shoes 
must be developed through the eye appeal. Instinc- 
tively the newness of a pair of shoes wins their 
favor. The approgch to molding the parents’ opin- 
ion is more likely to be through the pocketbook. 
The sound and economical reasoning of the useful- 

[TURN TO PAGE 42, PLEASE] 


If your store is organized to handle nov- 
elties appealing to children don’t hesitate to 


- _. feature them. If you are not equipped to mer- 


chandise them fast and your store traffic is 


~ limited, stick to your footwear promotion. 


Hosiery is more easily sold if not for gifts 
then for utility. New hosiery for Christmas 
is a requisite that knows no substitute and is 
first in importance on every gift list for little 
Mister and Miss Everybody. There is an op- 
portunity for grading up on children’s hosiery 
during the holidays. 


Christmas giving will be considered very 
carefully this year. The slenderness of the 
pocketbook combined with the necessity of 
giving useful and practical presents for the 
children makes it a season profitable for shoe 
men. Take advantage of it! 
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Make the Shoe Store a Gift Shop 


The Christmas atmosphere is reflected with a beautiful simplicity in this artistic shoe and hosiery window by Franklin Simon, New York. 


The holiday selling problem of 


the shoe merchant resolves itself largely into a job of 
making the public conscious of footwear as an appro- 
priate Christmas gift and of the shoe store as a gift 
shop. 

Fortunately, the shoe merchant is not dependent 
solely on shoes, slippers and hosiery for his holiday 
appeal. He has also a wide variety of attractive ac- 
cessories which are ideal Christmas gifts. But the 
public has not acquired the habit of thinking of the 
shoe store as a Christmas gift shop to the same degree 
that it regards other kinds of stores as appropriate 
places for Christmas shopping. So the shoe merchant 
must plan his promotion with the primary objective of 
selling the public on the shoe store as a headquarters 
for acceptable gifts for every member of the family. 


To attain this objective the shoe merchant can 
scarcely do better than follow the example of other 
kinds of stores, which have gone the limit in remind- 
ing the public that they sell articles appropriate for 
Christmas giving. Beginning right after Thanksgiv- 
ing, department stores, men’s and women’s apparel 
shops, jewelry stores, bookstores, even the drug store 
with its long line of knicknacks and novelties, create 
Christmas consciousness through their decorations, 
their spectacular promotions, their advertising and 
most of all, their window displays. 

To make people. think of your store as a gift store 
it is first of all necessary to create a Christmas atmos- 
phere in your display windows and in your stores. 
Unless your windows tell a Christmas story, people 
will scarcely think of your store in connection with 
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The “Uelma” Front Strap 
7315--Indies Brown Kid with Charcoal 
Brown Suede Trim . . . $2.50 
7314--Black Kid with Black Suede Trim 


18/8 Covered Louis Heel  $2-40 
AAA to B—Sizes up to 9 


The “Dartmoor” Tie Oxford 
7355 --Charcoal Brown Suede and Brown 
Patent . . . . - - + $2.50 
7354--Dull Black Kid and Black Suede 
17/8 Covered Continental Heel $2-40 
AAA to C—Sizes up to 9 


Lelevs 


ODAY milady expects more than a 
receipt when paying $4 for a pair of shoes. 


Style ...Grace ... Charm and 
Quality must be combined in 
footwear at this popular price. 





Cf Is ic any wonder then...that retailers in ever increas- 
ing numbers are turning to Smart-Maids to meet this 
demand for Quality Footwear? 


(J You too, can profit by knowing more about this splen- 
did fitting line...consisting of more than fifty novelties. 


WRITE TODAY FOR A SALESMAN 


The “Naida” Pump 
7352--Black Kid with Black Suede and Patent Trim $2.40 
7353--Charcoal Brown Kid with Brown Sucde and Patent 
Wm. e ieee ch 
18/8 Covered Louis Heel 
AAA to C—Sizes up wo 9 


~ «0 « co Memmi SG@ . .« « « ST. LOUIS 
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Christmas gift buying. You must put Christmas into 
your windows if you expect to attract Christmas shop- 
pers into your store. 


WINDOW DISPLAYS 


Windows are so very important in the Christmas 
selling program that money spent to make them out- 
standing is a worth while investment. Above all else, 
let your windows reflect the Christmas spirit. Put on 
a “front” of real showmanship, dazzling with bril- 
liance and beauty. Shoe stores don’t have to be 
gloomy looking and there is no question but that many 
of them would do more Christmas business if they be- 
came excited about it themselves and demonstrated 
their enthusiasm with some outward sign. 

Here are four suggested background treatments 
which can be simply and rather inexpensively pro- 
duced with a little lumber, wall board and some inex- 
pensive fabrics such as duvetyn, metal cloth or felt: 

(A) Silver cloth background, or background panels 
covering only part of your permanent background, 
touched up with spots of red. These can be red 
wreaths, lamps, candles, Santa Claus heads or other 
decorative units. 

(B) Red cloth background or panels, silver trim. 

[TURN TO PAGE 44, PLEASE] 
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THIS WEEK’S WINDOW IDEA 


Create Christmas Atmosphere in Windows to 
Attract Holiday Shoppers 


Ted your windows reflect the Christmas spirit. Start 
mass displays of gift merchandise soon after Thanks- 
giving to make the public aware of the shoe store as a 
gift shop. 

Use showmanship to build displays that fairly radiate 
brilliance and good cheer. Use silver cloth, bright reds 
and greens, or whites to suggest the winter season and 
the appropriateness of warm slippers, hosiery, etc. 

Do not rest content to put in one Christmas window 
and let it go at that. Keep up holiday interest during 
the four weeks preceding Christmas by having at least 
one window devoted to Christmas merchandise con- 
tinuously. 

Plan frequent changes of Christmas displays and, as 
the Christmas buying season reaches its climax, let 
Christmas dominate all of your windows. Plan an effec- 
tive Christmas decorative scheme for the store interior. 

Key your windows to a general holiday promotion plan, 
suited to the needs of your store. If you sell children’s 
footwear a Santa Claus or a Christmas tree celebration 
should prove attractive. 

Show shoes, slippers, hosiery and accessories in Christ- 
mas packages in your windows. Bright attractive 
Christmas boxes and wrappings help make the sale. 


An effective men’s shoe window that resulted in a gratifying vo'ume of extra December business on shoes, hosiery and slippers. 
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McNEELY COLORS 


COLOR COLOR 
95 “ 66 
INDIES BROWN COLOR - FAWN BROWN 


A medium dark brown that will blend Effective for all-over shoes in staple or 


with all shades beige, grey, and pastels. 8 8 corrective types and also very good les 
ts 


B in h Da di fini a combining or trimming color. 
rown again has great value in hig continued demand justifies considera- 


style promotions for Spring, 1933. ADM | RALTY BLU E tion. 


McNeely’s interpretation of this popu- 
* lar color blends beautifully with the * 
entire range of colors. Its 1932 popu- 
‘larity will certainly be surpassed in 
Spring, 1933. 


a) ee OO Oa 


> 4 
COLOR 19 sorreL COLOR 28 DAPPER 


Repe its its usual suCcCeSS - : 
< < : as a custom ») = : 
I color A medium brown sometimes called Bourbon. 


that enjoys volume. 


McNEELY DIVISION 
\\529 W. HUNTINGDON STREET \ 
PHILADELPHIA \ 


N COMPANY 
~ 
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Make Your Christmas 
Bow Early 


Gift Suggestion Enclosures Should 
Be Used in November Bills and 
Packages to Sell the Idea of Christmas 
Shopping at Your Store in Advance 


Lvs a wise plan to get your 
customers thinking about your store as a desirable 
place for gift choosing before heavy ad competition by 
other types of stores begins. 

Most people consider other stores ahead of shoe 
stores when they think of gift choosing. You need to 
do something to overcome that handicap. A simple, 
attractive folder that can be included with November 
first bills, and enclosed in all packages going out in 
November will serve, without costing much. 

THE FOLDER should be printed on heavy coated, 
or wedding weight cover stock. Green on white, green 
on cream or black on light green would be neat color 
combinations for a one-color job. When folded, it 


IND EASY TOBUY, 


FOR CHILDREN 
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PRACTICAL 
GIFTS--at 
STORE NAME 


Outside of 
Christmas 
shopping 
folder with 
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should be small enough to fit into a woman’s purse 
conveniently, 

If the folder is sent out to a general mailing list, a 
letter should be included, multigraphed on a neat let- 
terhead or printed in italics on a neat card. The fol- 
lowing will serve. 


Dear Friend: 

As you pore over your Christmas gift list, trying to decide 
what another will appreciate, perhaps a few suggestions from 
this store of really practical gifts will be helpful to you. 

The folder lists many splendid possibilities. We invite you 
to include our store in an early shopping tour, feeling certain 
that here many of your gift problems will be answered in 
ways satisfying to you and pleasing to those you are remem- 
bering. 

Yours very truly, 
(Store Name). 


This same letter could be used on a postcard, as a 
follow-up to your customers. A middle paragraph 
might be used to list some of the gift items available 
at your store. 

Pleasingly displayed, in a cheerful, colorful Christ- 
mas setting, practically every item in the shoe store 
becomes an attractive gift possibility. Even a prosaic 
pair of rubbers in crisp white tissue, trimmed with a 
red bow, or a sprig of holly, becomes a gift of 
thoughtfulness in the eyes of the sentimental, prac- 
tical shopper in search of sensible gifts. 

But when the store interior isn’t decorated—when 
the store looks exactly as it does all year round—when 
the merchandise is not attractively and generously dis- 

[TURN TO PAGE 44, PLEASE] 
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Durability . .. with no excess in mass 
or weight . . . elements just as essential 
in a box toe material as in the proper 


construction of a Dirigible. 


@ Celastic Box Toes furnish these 


requirements. 


U/C 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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INSURES 























UNIFORMITY OF COLOR 


A new tannage—the result of three years’ research—now assures a 
colored kid leather on which you can confidently standardize. 


The top color, or apparent shade, remains final and permanent in the 
finished shoe. This is because the color is uniformly struck through the 
entire fibre of the skin, from surface to back. 


You will find, also, an unusually uniform grain extending all over each 
skin—and worked out clear to the edges. 


By use of EVANS COLOR 101 uniformity of color is obtained in all sec- 
tions of the finished shoe—heel cover, tip, quarter and vamp. 


We welcome the opportunity of convincing you by demonstration. 


JOHN R. EVANS & CO., campen, NEW JERSEY gosToN — ciNcinNaTi 


ROCHESTER 




















Standardize on 
Crane Brands 
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Rubber Footwear Group Demands Protection 


ufacturing this type of merchandise 
much longer.” “We simply will have 
to quit producing these shoes and let 
the Japanese and the Czechs have the 
market,” he said. 

Unless there is additional relief 
against the inroads of foreign compe- 
tition the Cambridge Rubber Co. will 
close its plant to this kind of produc- 
tion on Jan. 1, it was stated by War- 
ren MacPherson, its president. Ulti- 
mate closing of the rubber-sole shoe 
factory of the Firestone Tire & Rub- 
ber Co., was predicted by Charles E. 
Speaks, in the event the Japanese and 
Czecho-Slovakian competition is not 
shut off. 

F. X. A. Eble, Commissioner of Cus- 
toms, interrupted to say the law re- 
quires a showing of injury or probable 
injury before the antidumping order 
can be made formally operative and 
asked Mr. Newhall whether such in- 
jury or probable injury now obtained. 
“Last year’s imports from Japan did 
it,” Mr. Newhall replied. “That was 
about 2 per cent of the total sales here. 
In the first eight months of 1932 the 
imports from Japan over 1931 already 
exceeded 700 per cent.” 

T. J. Needham, general manager of 
the United States Rubber Co.’s foot- 
wear plant, interjected that “the mere 
offering” of those shoes at the prices 
quoted to the retail stores was sufficient 
to do irreparable damage. He offered 
in evidence one type of athletic foot- 
wear which he said the Japanese had 
sold to a New York chain store group 
at a price of 24.5 cents per pair. The 
United States Rubber Co. analyzed the 
material and reached the conclusion it 
could produce the same at 40.21 cents 
per pair, not including profit or sell- 
ing costs. 

He cited another exhibit which the 
Japanese have been selling to variety 
stores. These shoes he said were re- 
tailed at 20 cents a pair, while the 
American manufacturers could not pro- 
duce them at less than 25 cents per 
pair, a figure excluding profit and 
selling costs. 

“The Japanese have gone further 
than just copy the design,” Mr. Need- 
ham continued, “for they have attemp- 
ted to simulate our trade marks. In 
this particular case, the soles of the 
shoes are designed to appear exactly 
as does the design on a type of shoe 
manufactured in this country and be- 
sides that they carry a very definite 
‘U. S.’ in the rubber sole. 

“We have been unable to find any let- 
ters like ‘U.S.’ in the Japanese lan- 
guage. It is a trade-mark which we 
have spent millions of dollars to estab- 
lish.” 

Mr. Needham and Mr. MacPherson 
both said that they were unable to un- 
derstand how the Japanese accom- 


[CONTINUED FROM PAGE 14] 





NATIONAL SHOE TRAVELERS’ 
ASSOCIATION PROTEST 


Boston.—A vigorous protest on the importa- 
tion of rubber-soled shoes from countries of 
the Orient has been presented by the National 
Shoe Travelers’ Association to the Commis- 
sioner of Customs, Treasury Department, Wash- 
ington, D. C. 

The flooding of our market with such shoes 
makes price competition prohibitive by Amer- 
ican labor, destroys the opportunity for more 
employment of American labor, diminishes the 
purchasing of American-made materials and 
lessens the opportunities for American com- 
mercial traveling salesmen. 

The importation of such shoes at prices now 
being sold to the American buying public is 
upsetting the plans of American shoe manu- 
facturers and retailers to sell better shoes at 
better prices. 

This protest by the National Shoe Travelers’ 
Association is supported by all other branches 
of the industry. 





It was pointed out that rubber is sold 
on a gold basis and that cotton, the 
other chief component, also was quoted 
on a world price base. In either event, 
it was testified, the prices to Japan 
can vary little from those which Amer- 
icans must pay for their raw material. 

The suggestion was given by Mr. 
MacPherson that “possibly the Japan- 
ese are selling shoes cheap in order to 
market their cotton yardage.” He said 
the American rubber manufacturers 
use about 10,000,000 yards of cotton 
fabric each year, and suggested that 
the Japanese, who are extensive cot- 
ton manufacturers, may have turned 
to this method as an outlet. 

Following the hearing Mr. Newhall 
issued a statement declaring that invo- 
cation of the anti-dumping act of 1921 
and the anti-dumping clauses of the 
Hawley-Smoot 1930 tariff act “from 
now until doomsday” would not prevent 
destruction of the rubber footwear in- 
dustry. Cessation of dumping Mr. 
Newhall stated, would enable the indus- 
try to continue to operate at a loss. 
“But,” he continued, “only a substan- 
tial protective tariff will bring the in- 
dustry back to its feet. The economic 
invasion of our markets can be pre- 
vented only by a higher tariff—a much 
higher tariff in the case of rubber 
goods. Maintain the present rates or 
to lower them would simply be hitting 
a drowning man on the head with an 
anchor as he goes down for the third 
time. 

“Without a higher tariff the Ameri- 
can rubber footwear producer and the 
wage earner in this industry hasn’t a 
chance in the world against cheap 
European labor of countries not on the 
gold standard. 

“The difference must lie in the differ- 





plished the ends they have attained. 


ent living standards and consequent 








difference in pay to the laborer here 
and abroad plus the fact that our cur- 
rency is on a sound gold standard basis 
and theirs is not.” 





WASHINGTON—Acceding to the re- 
quest of the Rubber Manufacturers As- 
sociation, New York, the United States 
Tariff Commission has instituted an 
investigation looking toward a change 
in the present duty on rubber-soled 
footwear with fabric uppers and water- 
proof rubber footwear. Present duty 
on the former is 35 per cent ad valorem 
and on waterproof rubber footwear 25 
per cent. 

Officials of the commission said it was 
not known yet whether it would be nec- 
essary to send investigators abroad to 
determine production costs in Japan 
and Czecho-Slovakia, the two principal 
competing countries. A public hearing 
will be held probably late in November 
at which domestic manufacturers, for- 
eign producers and importers will give 
evidence to.the commission. The com- 
mission has not determined the exact 
date of this hearing. 

The application requesting an in- 
crease in the duty was filed in August. 
Under the 1930 Tariff Act rates may 
not be changed more than 50 per cent 
either up or down. Changes are made 
by presidential proclamation following 
recommendation of the tariff commis- 
sion, but the executive may accept or 
reject the commission’s recommenda- 
tions as he sees fit. 





WASHINGTON, D. C.—British manu- 
facturers of India-rubber boots and 
shoes are given a 15 per cent advantage 
over American producers in the new 
preference tariff just put into effect by 
the Canadian government. 

This is accomplished by eliminating 
the 15 per cent duty formerly imposed 
on British imports of India-rubber 
boots and shoes. No change is made 
in the 25 per cent duty applicable to 
imports of American-made goods. 
The preferences granted to British 
manufacturers are to remain in effect 
five years. 





Reports Good Country Trade 


STRASBURG, OHIO—E. L. Van Cur- 
ren, buyer and manager of all shoe de- 
partments of the Garver Bros. Co., 
world’s largest country store here, re- 
ported shoe demand on the uptrend 
the past 30 days, with indications of 
continued brisk demand throughout 
the. Fall season. Improvement in 
farm conditions hereabouts and re- 
opening of many clay products plants 
in this action is said by Van Curren to 
have been responsible for the renewed 
shoe buying activity in the rural sec- 





tions and by workmen. 
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BASIC COLORS 


FOR THE 


NEW SEASON 


WHITE— 


On leather tanned for firmness and 
flexibility, as well as clarity of color. 


BEIGES— 


In a range designed for tone-on-tone 
effects. 


Ormond Natural 
No. 800 No. 970 


Topo 
No. 95 


NAVY BLUE— 


In a true, deep shade that may be 
worn with all costume blues. 


Buccaneer, No 1312 


&, Vow Cnstle 7 je J uk. ©,, Chee 


Samples by request to Room 1702-100 old ASirest, New York 
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HERE p ARE 
Wi 


On Broapway there's a saying .. . “It’s always a poor 
season -for a poor show . . . but never poor for a good one.” And the same reasoning 
applies toa line of shoes. During the years 1930, 1931 and 1932, Foot Delight shoes have 
become established firmly and profitably with hundreds of the most successful retail 
operators throughout the country. These merchants have found that their customers are 
attracted by the smart styling of Foot Delight shoes and buy them for this reason alone. An 
amazing percentage come back and insist on another pair of Foot Delights, with never 
a wotd about price. For, once a woman has worn these different and wonderful shoes, she 
is never really happy in anything else. The remarkable success of Foot Delight is due of 
course to the peculiar virtues and individual merits of the shoes themselves. No other 
shoes can be like them, for Foot Delight features are exclusive and patented. Yes, here 
is the rare opportunity for building a business of the most dependable and profitable 


kind, which increases with every season . . even seasons of which others complain. 


In evening slippers, too, your customers may 
enjoy that blissful ease and buoyant step 
which Foot Delights alone can give. The 
model illustrated is one of the wide range 
of shoes suited to appropriate wear on all 
occasions . . . carried in stock . . . ready for 
service on the instant to Foot Delight merchants. 


P IC K...A G O O D... 
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Tuese are the Bancroft Walker customers who are making capital of the rare opportunity 
offered by Foot Delight. The list includes all customers who bought over a certain set amount 
from us this spring. BANcrortT WALKER Company, Boston, Massachusetts. 











ALABAMA 
BIRMINGHAM ..... Wheeler’s Shoe Store 
MosiLe....John J. Damrich Co., Inc. 
MonTGOMERY Cseces on Fair 
ARIZO 
TUCEON... 6/05 +65 Kibet * yeinfeld & Co. 
CALIFORNIA 
ANAHEIM..... HL ee SQR Store 
et) Oe eae Huston’s 
BURLINGAME..... Smith & Hellar, Inc. 
BRESNO..6 5.03 000s Neil White Co., Inc. 
HoLLYwooD...... Hackiemen, & Long 
RONG SERS 6 ios 's 6x5 ofa ee 5 Buffum’s 


Los ANGELES.... Polen Boot Shops 
Innes Shoe Co., Inc. 
Jesberg’s Walk- !Over 

Boot Shops 


MODREIO. 6. 6.566:06 0 Thiel’s Shoe Store 
APA, cs0cesnsevedes Daniel T. Keig 
IN AMIN ooh a 5. 3:09:54 054' 2 Lehmann Bros. 
ALO MINS ole ¥o8 9 F sas #518 Thoits Bros. 
PLACERVILLE...... Tracy's Shoe Store 
MMNOMR IS on0's.b'<.0°4. 056 Triangle Shoe Co. 
PORTERVILLE........- + .W.S, Allen 
REDDING ..... McCormick-Saeltzer Co. 


SACRAMENTO. D. L. Burton : 
Senator Women’s Shoppe 
DARICAG orice so wes The Bootery 


SAN BERNARDINO. AI Murray's Bootery . 


Walk-Over Boot Shop 


San DigGO......... Marston Co., Inc. 
SAN FRANCISCO..... H. Leibes & Co. 
Frank Werner Co. 


SAN JOSE..... + Shoe Co. 
- Bloom Sons Co., Inc: 
San LuIs Cade. .Walter D. Adriance 


SAN PEDRO...... Al Murray’s Bootery 
SAN RAPARL. .....00000% Albert’s, Inc. 
GANTA BMWs vsccccgee Fred Newcomb 
SANTA BARBARA...... Michel A. Levy 
SAnTA GROS.:3.60560.5< Morris Abrams 


SANTA MaRIA. Broadway Bootery, Inc. 
SANTA MONICA 
J. C. Tait, c/o Bay Dept. Store 


SANTA PAULA....... Kaplan’s Bootery 
SANTA ROSA..... W. E. Healey & Son 
MUOCMI rs 6 6:k¢ 50 0+ Ben Warshauer 
VENTURA S + 56055 Hirschfelder Shoe Co. 
WHITTIER... .Edgington Douglas, Inc. 
COLORADO 
CoLoraDo SpRINGS.Cox Bros. Shoe Co. 
DENVER 6035 Sek os ss Fontius Shoe Co. 
NERMMIIEE «75 0:5 5h. 6 a Eldred Shoe Co. 
PvuEBLO...Crew-Beggs Dry Goods Co. 
CONNECTICUT 
BRIDGEPORT....... Dworkin’s Bootery 
DANBURY..... Joseph J. Daragan, c/o 
Lane’s Dept. Store 
bo. 7 ae ee Hubbell Bros. Inc. 
HARTIOED. 660050000 A. Steiger, Inc. 


MIDDLETOWN... . James H. Bunce Co. 
New HAVEN,. one Edward Malley Co. 
TORRINGTON. . . Bufferd’s Shoe Shop 
WATERBURY.... ’. Manning-Armstrong 


DISTRICT OF COLUMBIA 
WASHINGTON....Arthur Burt Shoe Co. 


FLORIDA 
JACKSONVILLE. . . Cinderella Boot Shop 


ORLANDO....... Walk-Over Boot Shop 
Yowell Drew Co. 
St. PETERSBURG...... Tillinghast, Inc. 
GEORGIA 
ATLANTA...... Byck Bros. Co., Inc. 
Geo. Muse Clothing Co. 
AUGUSTA.......... J. B. White & Co. 
CoLuMBUS.......... J. A. Kirven Co. 
Macon. ..J. L. Stephenson, c/o Union 
Dry Goods Co. 
SAVANNAH........... Globe Shoe Co. 


IDAHO 
LEWISTON........ Fashion Boot Shop 


: ILLINOIS 
CHAMPAIGN , .Applebaum-Mautner Co. 





CUNGAOOS i ice Hewcvcaee ens M. Izen 
DECATUR 

Linn & Scruggs Dry Goods Co., Inc. 
|” NE Driscoll Bros. 
Evanston. . .Sechler’s Shoe Store, Inc. 
KANKAKEE........ The Chicago Store 
OAR PARE. ... ccc E. J. Fanning 


ROcKForRD. . Driscoll’s Fashion Bootery 
SPRINGFIELD 
Reisch's Shoe Shop, c/o R. F. Herndon 


INDIANA 
EVANSVILLE... .Walk-Over Boot Shop 
HAMMOND......... Jacob Schloer Sons 
HuntTINGTON...Arnold Dry Goods Co. 
TERRE HAUvTE...Walk-Over Boot Shop 


IOWA 
Fort DopGeE..... Gates Dry Goods Co. 


Iowa CiTy........ A. M. Ewers & Co. 

SHELDON........... Top to Toe Shop 

Co | eee Ben Schulein 
KANSAS 

HUTCHINSON 


Pegues Wright Dry Goods Co. 
MANHATTAN.. . College Shoe Store, Inc. 


SAELINA......2.0.: Geo. Seitz Shoe Co. 
TOPEKA....... Warren M. Crosby Co. 
Wicuita ...Geo. Innes Dry Goods Co. 
KENTUCKY 
LOUIBVILER......6sccees Byck Bros. Co. 
LOUISIANA 
BATON RoucE, Braun-Kidd Shoe Co. 
Rosenfield Dry Goods Co. 
LAKE CuHaRLES...The Muller Co., Ltd. 


MONROE...... Holloway & Thompson 
NEW ORLEANS... Martin Co., c/o God- 
schaux Clothing Co. 


SHREVEPORT......... Phelps Shoe Co. 
MAINE 
AMGUBBR... 6 oc cces Quality Shoe Store 
BANGOR......... Standard Shoe Store 
PORTLAND...... Palmer Shoe Co., Inc. 
WATERVILLE. . . The Gallert Shoe Store 
MASSACHUSETTS 
ATTLEBORO....... Fashion Boot Shop 
BOSTON........ The Charles Fitch Co. 
BROOKLINE....... Simon’s Shoe Store 
BROCKTON « 606s ccc sence Baker Bros. 
FAL RIVER...... Cherry & Webb Co. 
HOLYOKE...... Thomas S. Childs, Inc. 
| ee J. E. Baxter 
LAWRENCE.......... Geo. Lord & Son 
LowWELL...... I. H. Morse Shoe Stores 
A. G. Pollard Co. 
MIDDLEBORO........ D. W. Besse Co. 


Besse’s Walk-Over Boot Shop 
W. J. Fl 


NORTHAMPTON........ ; leming 
PITTSFIELD........ Wallace Company 
PLYMOUTH 

Seaver’s Walk-Over Shoe Store 
QUINCY........ Moorehead Shoe Store 
Peer Arthur H. Lally 
SOUTHBRIDGE........... David Lenti 
YL Eee Dean Bros. 
WORCESTER...... Heywood Shoe Store 

MICHIGAN 
BATTLE CREEK ..... H. A. Preston Co. 
BAY CPEY. wc cee cnese A. J. La Porte 
DETROIT........... R. H. Fyfe & Co. 
Ernest Kern Co. 

PRINGs. 5.63. Siegel Hudson Boot Shop 
KALAMAZOO............ Bell Shoe Co. 
LANSING. ... Max Harryman Shoe Co. 


Monrog. . Frank J. Yaeger & Sons Co. 
Mount CLEMENS.E. TF. Nunnelly & Co. 
Mount PLEASANT.H. Dittman & Sons 


PORTER. 65 ec cccecescens R. V. Todd 

SAGINAW........... ag E. Jochen 
MINNE 

DULUTH ..... Duluth Class Block Store 

DEANMATO. a 5.560 ss noi cet E. F. Rogers 


St. Pau. .Schunemann & Mannheimer 


we a Co., Inc. 


wv. stp t Griftith & Son 


. Chambers & Fisher Co. 
. Symons Dry Goods Co. 
Perra Shoe Co., Inc. 
HELENA........... Ss. 


Gri 
Anderson's Style’ ers 
..D. J. Donahue Co., Inc. 





EBRASKA 
. .Patrick’s Shoe Store 


Haney’s Shoe Store, Inc. 
O'Brien's Boot Shop 


NEW HAMPSHIRE 
W. L. Goodnow Co. 


Smashey’s Shoe Store 


ALBANY. . Emery Shoe Salon 
Lewis Cohen, c/o Fleishman’s 
BINGHAMTON.Sisson Bros. & Weldon Co. 
..K. W. Watters & Sons, Inc. 
pat See Gosper Kelley, Inc. 
..Footcraft Shoe Store 
Walk-Over Boot Shop 
. .Clarence P. Willard 


Moore's Footwear Service 


oe irennach Shoe Co. 
V. S. Quackenbush Co. 


NORTH CAROLINA 
CHARLOTTE. «0... ccc . B. 


C. M. Herring, Inc., c/o Ellis-Stone Co. 
Roscoe Griffin Shoe Co. 
Rocky Mount. Roscoe Griffin Shoe Co. 


Hines People’s Shoe Store 
‘A 
Jacobson Shoe Parlor 


HI 

The Potter Shoe Co. 
. .Elder & Johnston Co., Inc. 
— ae Sons Co. 


ARDMORE............. 
OKLAHOMA City. Clouse- 
Kerr Dry Goods ig 
.. Pratt & Clouse Shoe Co. 
French Boot Shop, Inc. 


Neuberger & Heilner 
McMorran & Washburne 





MEDFORD....... C. M. Kidd Co., Inc. 
PoRTLAND.... Meier & Frank Co., Inc. 
PENNSYLVANIA 
ALIOONB g «5 66 ns wecus levan Bros. 
BEAVER FALts. .Geo. W. Johnson Est. 
BRADFORD......... Oppenheim & Siff 
2 ee Con Allen Shoe Co. 
MANUS es Gace use ws Weschler Co., Inc. 
GREENSBURG ..... Brizn Smith & Royer 
HOMESTEAD....... Harry's Boot Shop 
HUNTINGTON. . . J. H. Westbrook & Son 
LANCASTER........ yd s Shoe Shop 
LEWISTON...... E. E. McMeen & Co. 
MCcKEESsPoRT, , Brien Smith & Royer 
PHILADELPHIA...... John Wanamaker 
PUNXSUTAWNEY....... Jarvis S. Dick 
SCRANTON...... . Lewis & Reilly 


SHAMOKIN. David Hirsch (The Bootery) 
UNIONTOWN 
The Campbell-Hathaway Co., Inc. 


WEstT CHESTER.......... David Glick 
WILKESBARRE.... . Walter’s Shoe Store 
VOMiccecee Edward Reineberg & Co. 


RHODE ISLAND 
Newport. ..T. Mumford Seabury Co. 
PROVIDENCE..... The Outlet Co., Inc. 

SOUTH CAROLINA 
CHARLESTON. .H. J. Williams Shoe Co. 
GREENVILLE... Patton Tillman & Bruce 
SPARTANBURG. Wright Scruggs Shoe Co. 


SOUTH DAKOTA 


Stoux FALis....... Johnson Shoe Co. 
WATERTOWN «oo. ccc cece Schaller Co. 
TENNESSEE 
MENOMVIELS. . 0.6 ces Coffin Shoe Co. 
TEXAS 
ABILENE...... Minter Dry Goods Co. 
) | French Boot Shop, Inc. 
7 Sewer Volk Bros. Co., Inc. 
Et. PASO... 600. Guarantee Shoe Co. 
Fort WortH..... H. C. Meacham Co. 


GALVESTON. . Hammersmith Bros., Inc. 
Houston. ...Hammersmith Bros., Inc. 
SAN ANGELO. ..Cox Rushing Greer Co. 
SAN ANTONIO....... Frank Bros., Inc. 


UTAH 
SALT LAKE City 
Zion's Cooperative Mercantile Inst. 
VIRGINIA 
CHARLOTTEVILLE 
- N. Waddell Shoe Co., Inc. 
DANVILLE 
C. M. Herring, Inc., c/o L. Herman 
LYNCHBURG 
C. M. Herring, Inc.,c/o J. R. Millner 


NeEwporT NEws....... Jacob Eiseman 
PORTSMOUTH. ............. A. Berson 
RICHMOND...... Miller & Rhodes, Inc. 


ROANOKE....C. M. Herring, Inc., c/o 
Hancock-Clay, Inc. 


WASHINGTON 
BELLINGHAM........... Joseph Hilton 
ELLENBURG........ J. B. Moser & Co. 


LONGVIEW 
Columbia River Mercantile Co. 
SEATTLE . MacDougall & Southwick Co. 

Nordstrom's, Inc. 
SPOKANE..... Spokane Dry Goods Co. 


ARUNEN a oé6e cdeesans Fisher Co. 

Pessemier Bros. 

WISCONSIN 
MADISON......... Brown's Boot Shop 
Jensen’s Boot Shop 
MILWAUKEE...... William F. Graebel 
SHEBOYGAN...... Wagner’s Shoe Store 
WAAAM 6 < ssceces Porath & Schlaefer 

WEST VIRGINIA 

CLARKSBURG...... Parsons Souder Co. 

WYOMING 
CHEYENNE........ Joseph Wasserman 
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sheer, clear silk stockings with fine 
open-work clocks. 

In these days when the market is 
flooded with dumped merchandise, 
any ideas or devices that set a seal 
of quality and individuality upon 
hosiery is important in a gift pro- 
gram. 

A manufacturer of a branded 
line has developed a device with 
great possibilities for Christmas 
merchandising. This firm identi- 
fies four qualities of hosiery by so- 
called “insignia of rank,” corre- 
sponding to the bars of an officer’s 
coat. These open-work bars are 
run below the lace run-stop. One 
bar for the least expensive grade, 
and so on up to the highest. 

Other makers lay great stress 
on the “tailoring” of stockings in 
the box, boarding them right and 
left, for instance, so that their ap- 
pearance as presented to the cus- 
tomer tells a quality story. 

The color scheme in hosiery now 
has narrowed down to a handful 
of shades. Christmas merchandis- 
ing can be done on a small number 
of colors in the average store. Too 
many shades is as confusing to the 
customer as it is for the merchant. 

The shades most in demand now 
are: 

Soft browns, medium light and 
medium dark in the brownwood 
and duskbrown families. 

Neutral shades, again in two 
tones, like nomad and taupe-mist. 

A warmer, redder brown like 
rhum brown. 

An off black. 

A gunmetal. 

A deep skin tone for evening or 
southern wear. 

To this formula for simplicity in 
selling stockings can be added, as 
a fashion highlight, a shade espe- 
cially planned to go with a dark 
berry and burgundy shades. _It’s 
a color which has been described 
as “the inside of a ripe fig.” 

This stocking may be so extreme 
as to actually match burgundy 
shoes. But its safer version is a 
deep mauve brown. As a gift sug- 
gestion for the woman who wears 
the new berry colors in costume, 
it is an ultra smart gift, both in 
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day and evening qualities. As a 
fashion item it will snap up the 
Christmas hosiery displays. 


* * * 


CHRISTMAS SLIPPERS 


Boudoir slippers are not an easy 
matter to merchandise unless a 
store is known for slippers all the 
year around. But with the present 
importance of pajamas and hostess 
gowns, there is business to be done 
twelve months of the year on this 
type of footwear. And now is a 
good time to start! 

Stocking a wide range of colors 
and styles is possible only for the 
department store shoe departments, 
but for the shoe shop the dyeable 
slipper is a practical item. A slip- 
per like the back strap mule 
sketched, so designed that there is 
no difficulty about the dye soaking 
into the lining, will fit an indefinite 
number of costumes. The Wise 
Shoe Company do a large part of 
their business in dyeable numbers. 
For the gift buyer in doubt as to 
suitable color schemes they show 
several suggestions. Every sales- 
man in their West 34th Street, New 
York, shop is taught how to do tint- 
ing. He handles the color work on 
every pair of slippers he sells, us- 
ually while the customer waits. No 
overhead here for studios and 
smocks! Turning out slippers has 
been gotten down to a fine point. 

Fine felt is to the leisure slipper 
mode what non-run stockings are 
to hosiery—an innovation whose 
future is not as yet decided. Felt 
slippers in the new formal styles 
and heel heights are being pro- 
moted in both bright and pastel col- 
ors. But in the high shades, par- 
ticularly, to go with informal 
bright colored pajamas and Win- 
ter robes, they fill a definite fash- 
ion place. And at the Christmas 
season, especially when slipper 
stocks are most complete, they are 
gift items worthy of considera- 
tion. 

Selling men’s slippers in a wom- 
an’s store is another holiday sug- 
gestion. The John Taylor Dry 
Goods Company of Kansas City 
has found from experience “That 


women are the real men’s slipper 

buyers.” They have merchandised 

to that idea with notable success. 
* * * 


CHRISTMAS BAGS 


Handbags that came out of Paris 
this Fall were ablaze with metal. 
Gold, Silver, Nickel, Copper. They 
looked like prosperity returning 
with a rush. These extreme types 
are being toned down to a more 
discreet use of metal, as shown in 
the bags photographed. But the 
metallic note is still very strong. 
Metal nail heads, introduced by 
Chanel. Double metal clips that 
act as a lift lock to open the bag. 
Metal handles and frames. Metal 
balls, bars and bolts for fastenings. 
The copper touch is the newest. 
But since copper is apt to tarnish 
quickly, a rose-gold finish with a 
coppery glow is now taking its 
place in Paris. 

For more formal afternoon bags, 
the prystal ornament is the fash- 
ion. Many small shapes for after- 
noon are trimmed with this semi- 
transparent material. When you 
are buying bags this year look to 
the fittings. They’re important. 
The new mirrors are double faced. 
And combs in cases to match the 
linings are a little. nicety that will 
help sell the gift bag. 

In bag materials the new note 
is pressed suede, with a ribbed or 
quilted appearance (illustrated in 
the photograph). This gives a new 
turn to the vogue of suede and has 
the practical advantage of not 
“finger-printing” as easily as the 
plain surface. 

Velvet is very good for formal 
bags. In the informal types, felt 
takes its place with calf. One of 
the most successful of the felt bags 
is the “Sac de’Affaires.” This is 
a big, flat shape with an enormous 
capacity. Fitted with a cigarette 
pocket, a pad and pencil, as well as 
the more usual vanities, it can even 
contain a pair of rubber sandals 
and an especially designed, 10-in., 
folding umbrella. An excellent gift 
for a business woman or a school 


girl. 


[TURN TO PAGE 42, PLEASE] 
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OF 
WOME? 


A NeW IDEAa AN UNUSUAL GIFT ITEM | 


The new Ga-Lite shoe tree is especially suitable for the coming months of holiday 
season business and provides an excellent item for extra profit. 


Miller shoe trees have a national reputation for keeping shoes in shape and this new 
Ga-Lite Tree for women is no exception. 


The Ga-Lite Tree is a radical departure and when its use is explained to your 
women customers, they quickly appreciate that it overcomes all the objections of the 
past to the use of certain types of trees. 


In using Ga-Lite Trees the point of pressure is on the sole and held securely in 
place without the least strain, no matter how delicate the material or abbreviated 
the pattern. 


It also possesses an expansion feature 
permitting but three sizes of trees to 
really fit all the selling sizes and widths 


of women’s shoes. 


Write for descriptive folder and code- 
of-fitting chart. 


O. A. MILLER TREEING @# ‘ 
MACHINE COMPANY 4 3 Miicteiat™ 
BROCKTON, MASS. TREE 


* 


MELELE-R 
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A few of the 95 


_ in-stock styles il- 


lustrated in the 
BOOK OF PROF- 
IT. Entire mer- 
chandising plan 
explained and il- 
lustrated in this 
book. 
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OF PROFIT 


This catalog represents a franchise that brings its holder ASSUR- 


ANCE OF RESALE. 


It offers a merchandising program embracing America’s outstanding 
$4 and $5 shoes, complete in-stock service, nation-wide and localized 
consumer advertising, demand-creating sales helps for the dealer. 


HINK of it! 


A feature shoe—unequalled in foot-ease 
because of its Natural Arch-Bridge with con- 
stant, normal support for the natural arch; 
with lasting shapeliness, smartness, finer 
leathers and workmanship—at the prices 
where shoe sales bulk . . . $4, $5, (a few styles 
$6). 


In-stock service with 95 numbers to fit every 
eye as well as every foot. Immediate ship- 
ment... live stock with fast turnover, small 
investment, assurance of volume and profits! 


Consumer advertising in leading women’s 
magazines, Rotogravure sections and news- 
papers . . . plus tested cooperative resale 
plans that localize our national merchandis- 
ing and enable Natural Bridge dealers to 
reach out and cover their local markets. 


Quality! Price! Features! Advertising! 
In-stock service! Cooperative merchandis- 
ing! A permanent and profitable business! 


The Natural Bridge franchise is now available 
in several markets. Our new catalog will 
bring you a proposal that means immediate 
profits. Write or wire. 


NATURAL BRIDGE SHOEMAKERS 


Division of The Craddock-Terry Company 
LYNCHBURG, VA. 


When you think of NATURAL BRIDGE SHOES 


think of P ROFITS and 


mail this coupon 


NATURAL BRIDGE SHOEMAKERS 
(Division of Craddock-Terry Company) 


Lynchburg, Va. 


Send us your new catalog with your complete proposition. 


AAAA to EEE 
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Editor 








f high fashion won't sell 
shoes! If price won’t sell more shoes! What will? 

If “high hat” has lost its sales appeal! If “it’s 
smart to be thrifty” has lost its appeal! What has 
taken their place? 

Talking points linked up with “use and purpose” 
of the shoe is the answer. Shoes to sell at prices 
above just the bare cost and carry—must have some 
fitting feature. 

A practical pedple come into the store for practical 
things—that is the answer of modern day human be- 
havior. 

Are the shoe stores of this country conscious of the 
change that has slowly but surely come upon them? 
In the main—no, for in the past, style itself would 
sell shoes, with or without accurate fitting. Then fol- 
lowed a slice of time when “price” moved shoes with 
or without accurate fitting. But NOW—a shoe is not 
bought to blush unseen in a closet if slightly “useless.” 
It is bought to serve a purpose, and if it doesn’t is 
brought right back into the store. 

When a change of “public appeal” makes itself felt 
because of its wide-flung consequences—first impor- 
tance must be given to service in shoe stores. Are 
there competent men and women to fit and explain 
features of use? Are there experienced men and 
women to train new men and women in the arts of 
fit and service of feature shoes? Are there merchants 
who will invest enough money to insure plenty of 
sizes and widths for the better service requirements 
of the day? 

The appeal to reason—the explanation of what a 
shoe hopes to do, and why—all become of major im- 
portance in a season when the one best selling appeai 
is—use. 


Have factory organizations the 
right conception of in-stock service to a specialty or 
feature shoe? 

All these are pertinent questions if a new season’s 
business is to be “for profit.” The only shoes of the 
day capable of commanding a worthy price are those 
with service appeal. Feet must serve better—so bet- 
ter shoes are needed for feet. 





The New Old Popular Appeal 


Jazz fashion and cheap price seem to have gone to- 
gether and in fact made a market for many. In one 
section of the country shoemaking is largely wild 
fashion and low prices. This section will find more 
difficulties in the future—for volume alone is not 
enough to insure production and profit. 

In “feature” shoes we see a revitalizing force—re- 
building a shoe industry on the sound basis of good 
shoes, purposefully made and sold, and in the service 
a profit for all. 





Chain Shoe Store Sales 


Recent figures show that there are 320 shoe chain 
organizations operating 6099 stores with an annual 
sale of $369,149,760. If the chain stores constitute 
about a quarter of the total number of shoe stores it is 
reasonable to suppose that they must stand to live by 
honorable means and honorable prices. Their sales 
constitute about 46 per cent of the total shoe store 
sales and certainly no one can expect nearly half of 
the shoes to be made without some profit. 

That does not actually represent 46 per cent of the 
total shoe sales, for millions of pairs of shoes are also 
sold in other stores than shoe stores. Here are 
vital figures to give us all a new sense of proportion 
and a realization that regular business in a regular 
way will soon be a practice of the majority. Only a 
very small minority in the future can be cunning 
enough to profit by the use of the chisel. 

There are in the United States 24,259 shoe stores 
doing an aggregate annual business of $806,828,989. 
This includes the chain stores and independents. Of 
these 21,191 are family shoe stores with sales of 
$614,640,960: 1666 are women’s shoe stores with 
sales of $130,680,659, and the balance are men’s shoe 
stores. In comparison with these figures there are 
4744 chain units of the family shoe stores, with sales 
of $265,344,857, or 43 per cent of total sales: There 
are 850 chain units of women’s shoe stores, with sales 
of $78,294,199, or 62.5 per cent of total sales: And 
there are 505 chain units of men’s shoe stores; with 
sales of $25,510,704, a ratio of chain store volume to 
total men’s shoe store volume of 43.5 per cent. 
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WOULD YOU PUT A 


WILDCAT 


In retail business, Customer Satisfaction is the 
Goose that lays the golden eggs of Profit. Econo- 
my will live with her in peace and friendship. 
But put Cheapened Goods in with her . . . a flash 
of claws and feathers, and in a twinkling Customer 
Satisfaction (that laid the golden profits) would 
be killed. 

Shoes of Genuine Australian Kangaroo, tanned 
in America, give you quality with which to build 
up Customer Satisfaction. For one thing Kangaroo 
is 17% stronger, weight for weight, than any other 
leather used in shoes, and won’t scuff or stretch 
out of shape. For another, soft and pliable as 
kid, it makes the lightest, most comfortable shoes 
that ever brought pure contentment to a pair of 


IN HERE 


feet. And with its small, tight grain, Kangaroo 
will take a high, brilliant polish, suitable for both 
street and dress shoes. 

Don’t forget that the story of the strange, un- 
familiar Kangaroo and the superb leather that is 
made from its skin is a world beater! It attracts 
customers to your store .. . it tells them of quality 

. it gives them something new and something 
interesting to win their attention and to convince 
them. Our free merchandising paper “Daily 
Sales” gives you concrete suggestions on how to 
capitalize this story and tells you about the free 
newspaper cuts we will furnish—write to the 
Kangaroo Association, 9th & Westmoreland 
Streets, Philadelphia, Pa., for a copy. 


AUSTRALIAN KANGAROO 
TANNED IN AMERICA 


SURPASS LEATHER CO., PHILADELPHIA 
RICHARD YOUNG CO., NEW YORK 
ZIEGEL EISMAN CO., BOSTON 


When writing advertisers please mention Boot and Shoe Recorder 








Good Merchandise Disglaks 


[CONTINUED FROM PAGE 19] 


Shoes can be sold as gifts, providing 
the purpose is encouraged. By this is 
meant through the medium of gift cer- 
tificates and the liberal display of them. 
The sale of gift certificates to parents 
of college men has shown steady in- 
crease, as through this medium the 
college man is open to make his own 
choice. This does not mean that cer- 
tificate sales are confined to the college 
man, but it shows the possibilities of 
securing extra dollars through a 
method of this kind. You have the 
opportunity then of making additional 
sales, both when the parent buys the 
certificate and also when it is redeemed. 

Slippers and hosiery are by far the 
outstanding Christmas gifts sold in the 
men’s shoe store. Both of these items 
have also developed into a twelve 
month in the year proposition. As 
general manager of French, Shriner & 
Urner stores, I have found that slip- 
per sales are stimulated in December 
by “sale contests” in November. This 
contest is conducted all during Novem- 
ber and with cash prizes which are 
divided into two classes, namely, the 
volume class and the average class. 
The volume prizes are distributed to 
first, second and third places and given 
to the salesmen selling the most pairs 
of slippers. The “average” prize is 
also divided three ways and given to 
those salesmen getting the best aver- 
age sale of slippers consistent with the 
number of pairs of shoes sold. 

By running the contest in November 
we have found that the salesmen are 
then in a position to carry on their 
slipper efforts in December or during 
the Christmas rush. Familiarity in 
selling slippers has been acquired. 
Every preparation is made during No- 
vember to see to it that stock is plenti- 
ful and a salesman does not have to 
put his best efforts forward and then 
find himself out of the desired size. 

Hosiery sales can be made easier 
through the simple method of carrying 
all of one size in some section by itself. 
In our stores the customer wanting 
size 10% is shown a cabinet carrying 
only this size and many extra pairs are 
sold through this system, the salesman 
assuring the customer of a wide choice 
of patterns to select from and all of the 
one size. In all our stores glass doors 
in the cabinets and wall cases have 
been eliminated so that the customer 
has free access to the hosiery, which is 
liberally displayed in these cabinets. 

Shoe tree sales have been on the 
increase as gifts, due to special dis- 
plays in gift cartons exhibited in the 
windows. The trees are tied together 
with colorful ribbon thereby promoting 
this extra business. 

The selection of a variety of mer- 
chandise at some given price of five 
dollars or three-fifty, as best suited to 
your requirements,. with a story card 
to show a choice of articles at some 





one price, has stimulated the sale of 
more than one item after the customer 
gets in the store. This is something 
that the salespeople must be encouraged 
to push. We will display in a group 
all the various items in the store at 
the given price, wrapping up a box in 
white tissue and then tieing it with 
red or green ribbon, and showing the 
article on top of the box and under the 
ribbon. It does simplify the sale. 

Occasionally a customer will ask if 
the store has any gift cards that might 
be enclosed with a purchase. If the 
salesman has not already done so, this 
is the opening to ask if the customer 
would like to make any other gift pur- 
chases for some friends or members of 
the family. These cards are given 
freely in all our stores and many times 
have been the nucleus of added sales. 

At holiday time customers are very 
apt to buy quickly or they may go to 
the other extreme, that of having an 
unsettled mind and pondering over a 
purchase. In either instance a sales- 
man on his toes can be of able assist- 
ance by being at the door to greet the 
customer on entrance. 

The men in our organization are 
very instrumental in the sale of holi- 
day merchandise. With the wide choice 
carried, the trade of friends and rela- 
tives are solicited, for in addition to 
the many items for men, several of 
our stores have been successful in the 
sale of women’s slippers and mules at 
holiday time. 

Men’s neckwear will be added to 
several stores this December. This 
item we are given to understand is 
now a success in quite a number of 
men’s shoe stores throughout the 
country. 

Regardless of the fact that extra 
effort is made to secure as many sales 
as possible on Christmas specialty 
items, the first thought in our minds 
is that primarily we’ are in the shoe 
business. To forget this fact at holi- 
day time is a grave error, as Decem- 
ber is always a good month for the 
sale of shoes, particularly dress shoes. 
This fact of basic importance should 
never be overlooked. 


New Specialty Shop 


DANBURY, CONN.—Meyer J. Sunde! 
and Morris Brenner, of Waterbury, 
have opened The Bootery, a new 
women’s and growing girls’ shoe store, 
at 282 Main Street. 


Adds Children’s Shoes 


RICHMOND, VA.—The Walk-Over shoe 
store at 313 East Broad Street has 
added a children’s department to the 
store. H. L. Kelly is the store man- 
ager. 
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Put the Kiddies 
On a New Footing 


[CONTINUED FROM PAGE 23] 


ness of footwear is obviously an accept- 
able suggestion. It’s a double-barreled 
present. Useful and timely. 

Many items other than shoes suggest 
themselves as appealing presents for 
children. Slippers everyone remembers. 
They have become one of the staple 
gift items. Display them through the 
store. Suggestion is one of the forceful 
influences in selecting gifts. 

Light rubber boots for boys and girls, 
to brave the heavy Winter weather or 
the Spring when rain demands foot pro- 
tection of this kind, make attractive 
items. For the little tots, boots with 
nursery rhyme figures edging the top 
in black on a red band, make an un- 
usual gift that pleases. Galoshes, arc- 
tics, rubbers and rubber-soled canvas 
top gym shoes always meet with an en- 
thusiastic acceptance from the older 
boys and girls. 

Give the shoes a fresh appearance 
by using Christmas boxes. It will 
change the character of the gift from 
one that is bought as a necessity during 
the year to something that joins other 
items in their appeal as holiday mer- 
chandise. 

One gift item that always wins smiles 
from boys when they receive them are 
high-top leather boots: Especially those 
with a knife in the side pocket. Push 
boots and direct some of your promo- 
tion money into building this business. 


What Shoe Stores Can Sell 


[CONTINUED FROM PAGE 36] 


We asked merchants with whom we 
talked and corresponded this final 
question about Christmas merchandis- 
ing: “Will this be a season of prac- 
tical gifts?” And the answer was 
emphatically “yes.” 

But the Christmas gift this year 
must have other things to recommend 
it, too. To quote B. W. Childs of Thos. 
S. Childs, Holyoke, Mass.: “Practi- 
cality—yes—but quality and distinc- 
tiveness as well. We plan to sell good 
things for Christmas, so that a gift 
from Childs means something extra.” 

It’s that something that’s important. 
The gadget gift, the “blah” gift, will 
be out of the running this Christmas. 
Merchandise does not sell itself any 
more. It has to have real merit be- 
hind it. Individuality. Good fashion. 
Something special. Bought with extra 
thought. Displayed with extra care. 
Sold with extra skill. That’s the re- 
cipe for Merry Christmas Merchan- 
dising in 1932. 


Takes Over Shoe Department 


Houston, Tex.—The Sweet Sixteen 
Ladies’ Ready-to-Wear Specialty Shop 
has now taken over the shoe depart- 
ment formerly leased by the Wohl 
Shoe Co., and buying for this depart- 
ment will be done through this store. 
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Upon complaint by Geo. E. Keith Company, 
owner of the patented Cabana design, Carter- 
Taylor, Incorporated, of Portsmouth, N. H., have 
ceased to manufacture shoes recently made by 
them on a modification of the Cabana design. 

Carter-Taylor, Inc., believed they were legally 
entitled to copy the Cabana design, if a variation 
in the design were used; but the error of this is 
now acknowledged. 


(signed ) CARTER-TAYLOR, Incorporated 
H. Clinton Taylor 


Treasurer 








The Geo. E. Keith Company intends to protect the 


Cabana patent, Design No. 87,020, by vigorous 


action against any infringements. 


GEO. E. KEITH COMPANY 
Geo. H. Leach 
Vice-President 
Campello, Mass. 
October 18, 1932. 
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ONE OF MIAMI’S PROGRESSIVE SHOE STORES 





Morris L. Cowen, president of ‘the 
Cowen-Nankin Shoe Stores, Inc., of 
Miami, Fla., has returned from a spe- 
cial buying trip in which he swung 
around the shoemaking markets. It was 
necessary to make this flying trip be- 
cause of two special sales that depleted 
the stock. His business has shown a 
pick-up right along and a consistent 
progress. 

Morris L. Cowen has been in business 
in Miami for over twenty years, oper- 
ating several shoe stores. The Cowen- 
Nankin Shoe Stores, Inc., has as its 
officers M. L. Cowen as president and 
Henry Bulbin as secretary-treasurer. 
It operates at the present time three 
of the largest shoe stores in Miami. 

One store, known as Cowen-Nankin’s 
at 59 Flagler Street, carrying men’s 
and women’s shoes, has a 25-ft. front 
and is 100 ft. deep, with a balcony 





office from which is transacted all the 
business of the corporation. Its mod- 
ern front is shown herewith. Changes 
in the interior this season include an 
added alcove restroom, smoking com- 
forts and a radio. One of the progres- 
sive departments of the business is its 
mail-order service which distributes 
shoes to customers in all parts of the 
country but who were fittted in Miami 
to such content as to continue contact 
with the store throughout the year. 

The Florsheim Shoe Store is at 2 
West Flagler Street and is club-like 
in appointments and equipped to tell 
and sell men their shoes. 

The Economy Shoe Store, located at 
6 N. E. First Street, is the oldest ex- 
clusive men’s shoe store in Miami. It 
has developed quite a business in 
athletic and specialty footwear. 








Cantilever Store Reorganizes 


ATLANTA, GA.—The Cantilever Shoe 
Shop, which was for a number of 
years located at 126 Peachtree Arcade 
Building, has been reorganized and re- 
opened at the same address by J. R. 
Vance, who will own and manage the 
store. In addition to a complete line 
of Cantilever shoes for men, women 
and children, Mr. Vance will carry 
Physical Culture and Ground Gripper 
shoes. 





To Continue Sechrist Business 


REDDING, CAL.—Bernard E. Gilmore 
will continue the shoe business of 
George H. Sechrist here, one of Red- 
ding’s leading. stores. George -H. Se- 
christ recently passed away. 





To Build Plant Addition 


GEORGETOWN, OHIO—The Sullivan 
Shoe Co., operating a factory here, is 
taking steps to erect an addition to the 
plant to cost approximately $15,000. 
Of that sum one-third is being raised 
from residents of Georgetown. 





Snyder’s Shop Reopens 


New HAVEN, CONN.—Snyder’s Shop, 
78 Church Street, men’s shoes, hats and 
haberdashery, has reopened after ex- 
tensive renovation. The store is under 
the management of M. Lapides and R. 
Nathman. 





Make the Shoe Store 
A Gift Shop 


[CONTINUED FROM PAGE 26] 


(C) Snow white background with 
red and green trimming. This type of 
background is excellent for showing 
dark or colorful merchandise. 

(D) White background or panels 
with green trimming. This type of 
background is suggestive of coldness 
and is very good for house slippers, 
boudoir slippers, or for shoes for cold 
weather wear. 

Be generous with your store in the 
matter of decorations for Christmas. 
People of moderate circumstances 
spend quite a sum to get the Christ- 
mas spirit in their homes, so why 
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shouldn’t you, as a shoe merchant, get 
in tune with what others are doing: 
and spend some money on your win- 
dows? Decorations are the outward 
sign of Christmas. 

Show lots of merchandise in your 
windows. Christmas time makes it 
possible for you to indulge yourself in 
the matter of getting merchandise in 
your windows. People want to see a 
variety of things—they want to see 
the prices of them at the same time. 
Put price tickets on everything and let 
your price tickets have lots of Christ- 
mas air about them. 

At the time when interest in Christ- 
mas gift merchandise begins to mate- 
rialize, start showing big mass dis- 
plays of one or two feature items, such 
as women’s hosiery at a special Christ- 
mas price of three pairs for $2, or 
men’s hosiery at 50c., so that you may 
first sell the idea of giving such gifts 
for Christmas. After you have gone 
through your whole category of holi- 
day merchandise, and as the season 
nears a close, start crowding your win- 
dows with selected gifts of all kinds. 
Study the chain drug stores for real 
window efficiency. 

Don’t overlook your doors for night 
displays. This is the time when 
every foot of display space is worth a 
lot to you. Your doors can be trans- 
formed into extra night displays by 
the simple means of a table and a spot- 
light. Each night, at closing time, 
the table can be dressed up with gift 
items, the spotlight turned on, and the 
very novelty of the thing will stop 
many window shoppers. 

Make your store interior attractive. 
Dressing up the store on the inside 
has a magic effect on shoppers, espe- 
cially at a time like Christmas. 
Lighted or unlighted wreaths, ever- 
greens, garlands and many other deco- 
rative treatments are available. 

Use your ledges. They can be 
trimmed with candle pieces, wreaths 
or even with merchandise. Ledge 
trims give fullness to an interior trim. 
Table displays for house slippers 
are a very profitable investment. 
Some shoe retailers have been enter- 
prising enough to design fireplaces, 
sleighs and other types of displays for 
the showing of holiday merchandise. 





Make Your Christmas Bow Early 
[CONTINUED FROM PAGE 28] 


played, then the customer’s enthusiasm 
is killed. She wants to shop where the 
surroundings are in keeping with her 
holiday spirit! 

This Christmas, be sure to dress up 
your store interior, make it cheerful, 
gay, full of the holiday spirit. DIS- 
PLAY YOUR MERCHANDISE gener- 
ously, attractively. Condense fitting 


space, if necessary, to make room for 
tables. If need be, condense your stock 
to gain a row of open shelves where 
attractive displays can be arranged. 
Take a lesson from the department 
stores! 
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To MEET the demands of those retailers 
who are constantly clamoring Price, most 
manufacturers have had to lower their 
quality standards. However there is a large 
quality group of retailers and to win the 
business of this group manufacturers must 
produce better and better quality. 


Tupper has been and always will be a manu- 
facturer catering to the quality group of 






merchants—merchants who demand the ut- 
most in quality at the. best possible price. 


All our effort and resources are concen- 
trated to supply quality merchandise at a 
price that will withstand all competition. 


And in this day of stress our entire organiza- 
tion is pledged to the maintaining of quality 
standards at prices that make Tupper Slip- 
pers the greatest value of all. 













TUPPER SLIPPER CORPORATION 


25 Lafayette Street, Brooklyn, N. Y. 














KENT 


AUTOMATIC 
GARAGES, NEW YORK 


NOW OWNED AND OPERATED 
by the 


LEY GARAGE CORPORATION 


The last word in convenience 
and safety for your car: -- 
occupies its own particular 

‘compartment:---** * 
offers every opportunity - 
for storage ~by the hour, 

the day, the month; - - - - 
with or without service.- 
Rates /152% monthly and 
upwards.---- "°° °° ms 
Expert repairs on all makes ey 


RENT 


KENT COLUMBUS CIRCLE 


GAAND CENTRAL 61 ST. and COL. AVE 
44 ST.near THIRD AVE. Te!.COlumbus 50395 


Tel. MUrray Hill 2-0460 ZF 


<n 


YOUR : CAR: NEVER. -TOUCHED -BY: HUMAN -HANDS | 








































Opposite 
the new 
Waldorf Astoria 







A Home of the famous awuununo Pool 


HELTON 


at 49 NEW YORK 








Evate| Lexington 





Fair Prices 


Our appeal for more guests at the Shelton is not be- 
cause our prices are so much lower than at other 
hotels; our desire is to portray the advantages not 
obtainable at other houses; also to quicken the 
aspirations of young people to a better and more 
satisfying way of living. The atmosphere of the 
Shelton is homelike; also it answers the demand for 
respectability which our permanent guests regard as 
of utmost importance. Room from $2.50 per day 


and $50.00 per month upward. 


Club features (free to guests): Swimming pool; gymnasium; 
game rooms for bridge and backgammon; roof garden and sola- 
rium; library and lounge rooms. 


Also bowling; squash courts and cafeteria. Reasonable Prices. 
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' THIRTY-TWO 


KANGAROO and 
KID STYLES 


$ 9.65 


Style No. 8500-S 
Genuine Black 
KANGAROO 

Cambridge Last 


AA to EEEE 
Sizes—5 to 13 


Write for our complete catalog 


CONNOLLY 
SHOE CO. 


Stillwater, Minn. 








| Soh ALL IN STOCK 


A Popular 




























































NOTHING FINER 


ACCOMMODATIONS famous residential and shopping 
AT THESE RATES district of New York's elite. 800 
SINGLE ROOMS 


from $3 to $5 per day 
WEEKLY from $18.00 


DOUBLE ROOMS 
from $4 to $6 per day 
WEEKLY from $24.00 


BEOUEEL MONECEAGR 


Oscar W. Richards, Resident Manager 


B & O Bus Terminal. . 


LEXINGTON AVE., 49th TO 50th STS., NEW YORK CITY 


LIVE IN THE NEW | SMART CENTER 
OF NEW YORK 


The Hotel Montclair is located 
in the very heart of the fashionable 
IN HOTEL Park Avenue area—the world- 


sunny, outside rooms. Every room 
with bath, shower and radio. 
Adjacent to Grand Central and 
. only a few 
minutes from Pennsylvania Station. 











ee 
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tii Profit 


[CONTINUED FROM PAGE 17] 


so that no one would hesitate to give hosiery from his 
store because of its low price association. 

Hosiery prices are low enough now that many of 
those who give hosiery as a Christmas gift can easily 
be persuaded to give in units of three pairs. Stock- 
ings attractively boxed in three-pair units and offered 
at a special price for the three pairs should have a 
great season. Mass displays of hosiery in the win- 
dows and inside the store should help to make an im- 
pression on the hosiery shopper. 


SHOES—The gift to yourself. Here is an idea. 
It may or may not appeal to you. You can almost do 
what you want to with it. Advertising and window dis- 
play working on that thought can create a lot of in- 
terest in such an idea. Those who can’t afford to be 
as generous as usual with gifts for others should re- 
spond to such an idea. The health thought, “you owe 
it to yourself to have good shoes during the Winter 
months,” might add to the presentation. Large holly 
boxes in the window displays featuring this idea would 
serve to emphasize the idea of a “gift” to one’s self. 


HOUSE SHOES AND COMFORT SHOES— 
These things should have a good season this year. 
People are staying at home more—are interested in 
the things of the home more than ever before. Nat- 
urally, then, slippers to be worn in leisure hours will 
be very much in favor as gifts. Attractive boxes 
will add to the holiday atmosphere and will help to sell 
many slippers which would otherwise not be sold. 
In the opinion of many shoe merchandisers there will 
be a more intense demand than ever for house shoes 
due to the run-down condition of the many slippers 
bought Christmas before last. 





HABERDASHERY—Men’s shoe departments are 
having increasing success with the sale of men’s 
shirts, ties, pajamas, gloves, underwear, robes, golf 
sweaters and kindred lines. In many shoe stores the 
natural calls for merchandise of this type will be a 
reliable index as to what will sell in your store. 


THE ADVERTISING PLAN 


There are seven steps to follow in working up your 
Christmas advertising plan: 


1. Set advertising quotas for all advertising during 
this period; the total. amount to be spent, the total 
amount by days and by departments, merchandise and 
prices. 


2. Adopt a style of advertising so that your decora-_ 
tive elements, such as, candles, holly wreaths, holly 
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Promotion Plan 


borders or whatever else you select, will follow a uni- 
form set-up in every bit of advertising that you do. 
It is well also to adopt a holiday slogan for your ad- 
vertising campaign which would be used in every bit 
of advertising and in every one of your displays. 


3. Decide how much of your advertising appro- 
priation will go into newspapers, allotting it by days 
and by departments, in accordance with the days on 
which you expect to do your heaviest selling on these 
various items. 


Newspaper advertising should be posterized to a 
greater degree at Christmas time than any other. By 
posterizing is meant the simplifying of your message ; 
large illustration of the article featured, short smash- 
ing heading, price large enough to command interest, 
a word or two about sizes, colors, or to whom it might 
be given, and your signature plate. This type of 
Christmas advertising is particularly valuable in the 
last days of the shopping season when people read 
hurriedly. 


Use plenty of pictures. Newspaper advertising 
needs more pictures, especially at Christmas time. 
Pictures help to tell the-story quickly. If you picture 
a man’s opera slipper at $4 in your ad there is no 
question as to what an opera slipper is, or whether 
that is the type John or Grandpa likes. If the price of 
$4 is more than the reader wants to pay, the line below 
the price, “Other Opera Slippers at $2 upward” 
saves the sale on opera slippers for your store. 


Avoid over-decorating your Christmas newspaper 
advertising. In many newspapers we see evidences of 
over-decoration, which in most instances results from 
too hurriedly selecting the illustrations from a mat 
service. Cut down the decorations and increase the 
size of your merchandise illustrations in that space. 
The fact that you put a running one-inch border of 
holly or wreaths around your ad doesn’t add a great 
deal to the fact that it is Christmas, and besides, you 
are cheating yourself of one column of your whole ad. 


4. Work out your direct mail advertising. These 
types are effective: a large, general folder illustrating 
and describing a lot of different items; or a series of 
smaller cards or mailing pieces costing approximately 
the same as the larger piece. In the case of the 
larger folder you can get a wide coverage of your 
piece, to amplify your other advertising; with the 
smaller pieces you can cover a smaller list with two 
or more pieces. 


The large folder. Odd sizes should be avoided as 
[TURN TO PAGE 60, PLEASE] 








Welcome— 


Widow to New York 
attending the National Con- 
ferences will enjoy the liv- 
able distinction of the Hotel 
White’s hospitality. Suites 
of one, two and three rooms. 
Excellent cuisine. 


DAILY RATES 


From $3.50 for one person. 
$5.00 for two persons. 
Suites from $7.00 a day. 


Lexington Ave. and 37th St. 





NEW YORK CITY 














Your Store Name 
individualistic 
PRICE TICKETS 


™ Any Assortment of 
Prices Wanted 

100 tickets 

200 tickets 

—with store name in type— 

black unless otherwise  re- 

quested. 

(If special hand-drawn design 

add 75c. to initial order.) 


Without store name 





Check in advance must 
accompany order— 
For your Oct., Nov. and Dec. 
trims we have appropriate 
seasonable tickets in-stock. 
Samples on Request. ,-”” 


o 


(Actual size) 
eed border, green leaves on white {oe 
stock—black figures ae 


- 
- 
- 


BOOT & SHOE 


Polly Clip 
Ticket holders 


% Gross ....$2.25 O with store name 


O without store name 
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A LASTING ECLIPSE 


An important advance in the art of good shoemaking is made 
possible on this new type of last. 

A recess, the same depth as the thickness of the innersole, is 
cut into the bottom of the last at the shank. After the innersole 
is tacked in position, the edge of the innersole is flush with the 
edge of this recess. 

When the upper is pulled over the last it can now be brought 
“down to the wood,” to fit as tightly and as smoothly at the 
shank as it does at any other part of the last. 


The shoe made on this last fits the foot snugly without an air 
pocket under the arch. 


The close fit made possible by “Down To The Wood” lasts gives 
added style and comfort to the finished shoes. 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder 
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NATIONAL NEWS 


>» HOW’S BUSINESS < 





Hide Exchange Active 


New YorK—Trading on the New 
York Hide Exchange, despite the holi- 
day on Wednesday, reflected a marked 
increase in activity during the week 
ended October 14, sales approximating 
11,000,000 pounds for the period. The 
increase in participation was accom- 
panied by a fairly sharp decline in 
values ranging from one-half to almost 
a full cent a pound net change for the 
Week, although the market rallied on 
Friday. The movement in hide futures 
was in line with the trend displayed in 
the other commodities and the securities 
market. 

In the spot hide market, a small 
quantity of hides was sold by one of 
the big producers during the course of 
the week at a decline of 1%c from 
the last previous sale. This is partic- 
ularly significant inasmuch as the big 
producers have been reluctant to sell 
at the reduced prices and have been 
accumulating their stocks for the past 
month. 





Freeman Plant Busy 


BELOIT, Wis.—The Freeman Shoe 
Corp. last week said that “Business is 
coming in in good shape, and both of 
our plants are working full crews 45 
hours a week. 

“Our Spring line of samples is going 
to our salesmen this week and we feel 
quite confident that the trade will see 
in this new line unusual values, both in 
shoemaking and in the use of fine 
leathers.” 





Department Stores Gain 


New YorKk—Interstate Department 
Stores reports sales for the period 
October 1 to October 8, inclusive, were 
10.3 per cent ahead of the same period 
last year. Of the 35 stores in the chain, 
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which operates in 14 states, 20 showed 
sales increases, two had sales equaling 
last year’s figures and the remaining 13 
showed only small declines. 





Factories Add 1350 Employees 


MILWAUKEE, WIS. — In __ recent 
months fourteen Milwaukee shoe man- 
ufacturing plants have added 1350 
employees to their payrolls. The up- 
turn at this time is regarded as better 
than seasonal. The shoe production 
for the State rose from 894,840 pairs 
in July to 1,605,237 in August, an in- 
crease of about 30 per cent. 








COMING TRADE EVENTS 


New York—October 31, November 1. Hotel 
Astor. N.S.R.A. Shoe Styles Committee 
Meeting and Business Conference. 

New York—December 6, 7, 8, 9, 1932. Hotel 
Commodore. National Boot and Shoe Manu- 
facturers’ Association. Seasonal Opening. 

Chicago—January 9, 10, 11, 1933. Palmer House. 
National Shoe Retailers’ Association. Annual 
Convention. 

Toronto — January 9, 10, 1933. Royal York 
Hotel. Canadian Shoe Retailers’ Association. 
Annual Convention and Shoe Exhibition. 

Chicago—January 12, 13, 1933. Palmer House. 
National Shoe Travelers Association Annual 
Meeting. 

Boston—January 16, 17, 18, 1933. Hotel 
Statler. 11th Annual Boston Shoe Show and 
Convention. 

Baltimore—January 23, 24, 25, 1933. . Hotel 
Lord Baltimore. Middle Atlantic Shoe Re- 
tailers’ Association Annual Convention. 

Fort Worth—February 6, 7, 8, 1933. Hotel 
Texas. Texas Shoe Retailers Association, 
Annual Convention. 

Indianapolis—February 6, 7, 1933. Hotel Clay- 
pool. Indiana Shoe Travelers’ Association 
Annual Meeting. 

Des Moines—February 27, 28, March 1, 1933. 
Hotel Fort Des Moines. Northwestern Shoe 
Retailers’ Regional Association Annual Con- 
vention. 





‘Vaughn. 
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EVERY WEEK 





Canadian Shoes Show Gain 


ToRONTO, CAN.—Returns from 176 
leather footwear factories in Canada, 
out of a total of 180 in operation, show 
that production of leather footwear in 
Canada in August of this year rose to 
1,708,359 pairs, the largest output of 
the year to date, excepting March, 
which exceeded it by a little over 
11,000 pairs. The output during 
August shows an increase over July 
of 328,875 pairs, and more encourag- 
ing still, an increase over August last 
year of 86,917 pairs. Canadian im- 
ports in August amounted to 36,386 
pairs, compared with 22,487 in July. 





Byck Revamps Shoe Department | 


LOUISVILLE—Byck’s shoe department, 
which has recently been refurnished 
and redecorated, is most attractive. 
Decorations are in green and tan, while 
the chairs scattered around as in a 
living room are modernistic in design. 
The woodwork is French walnut, while 
the upholstery is tan, tile and bright 
great leather. They are specializing 
this season in a campus clog—a very 
smart welt type shoe for the college 
girl and sales are more than doubled. 
Newspaper advertising and direct mail 
are used to further sales. Brown and 
black are the colors that appeal to 
popular taste, with suede 85 per cent 
of the material sold. 





Installed New Fixtures 


YOUNGSTOWN, OHIO0O—Jack Cunning- 
ham has been named assistant manager 
of Johnson’s shoe shop, recently re- 
opened at 135 West Federal Street. 
The hosiery department has been en- 
larged in the new location, with Miss 
Betty Hamstead and Mrs. Charlotte 
The store, which has been in 
business here for the past ten years, 
has installed new fixtures and appoint- 
ments. 





Ze 
KEKKKKKK&KKEK 


INDIVIDUALITY 


IN: 


CORRECTIVE SHOES 


© © 


‘THESE genuine Ault - Wil- 
liamson Hand Turn Shoes 


are made with the COTTAGE © 


SHANK; a corrective arch sup- 
port in a Turn shoe. This sturdy 
arch support, coupled with Turn 
flexibility of forepart, gives per- 
fect walking comfort and ease; a 
definite, individual sales advan- 
tage appreciated by your cus- 
tomers. 


No. oe ae. — Trim Open Throat Tie; x4 
Last; 14/8 Wood Heel. In stock AAA to 
Price $3.15. 


trap Center Buckle; 35 Last; 


No. 720—One-S 
15/8 Heel. In stock AA to E, Price $3.00. 


AULT-WILLIAMSON 
SHOE CO. 
AUBURN, MAINE 


© 
ALSO MAKERS OF 
CONSTANT COMFORT and 
YE OLDE TYME COMFORT 
TURN SHOES 


Instructive Color Sales Talk 


CHICAGO.—The vogue for the smart, new 
brown-grey combination is being pushed by 
some of the Chicago stores. A State Street 
window of Carson, Pirie, Scott and Company’s 
shows mannikins wearing grey costumes with 
brown accessories, including brown shoes. 

At Marshall Field and Company’s sales- 
people are instructed to suggest grey shoes as 
high style to every customer shopping for 
shoes to wear with her grey costume, is the 
report. Sales talk includes such points as that 
grey is a difficult color to match, that it is a 
cold color for Fall and that a warm brown with 
grey not only warms up the-grey but is much 
more flattering to the woman herself. 


> WHAT'S SELLING? 4 


New Hosiery Selling Points 


CuHIcaco—In the women’s hosiery 
section at Marshall Field & Co.’s black 
heels on three different shades of hose 
to wear with black shoes are being fea- 
tured. These are retailing at $1.65 
and $1.95. Clocks continue good and 
are selling well here is the report. 

Lisle meshes are being sold for 
street and campus wear with tweeds 
and the new rough woolens of the sea- 
son. Crepe tweed mesh lisles are re- 
tailing at $1, a tweed mixture lisle at 
sixty-five cents and chiffon lisle with 
French clocks, both open and em- 
broidered, for $1. 

Fine meshes are more popular at 
this house than lace. There continues 
an active demand for the new Kant- 
Run hose. 

Large showcards are set on hosiery 
counters, displaying the correct shades 
to wear with new fall colors. Each 
card has the picture in color of a girl 
wearing the mentioned shade. A large 
sample of the stocking is fastened to 
the card. These contain the follow- 
ing information: 

Brownwood is the newest and most 
correct shade for wines. 

Ebony brown is the newest shade 
with black. 

Fawn beige with bright shades. 

Toast brown is correct with greens 
or medium browns. 


Brockton Man Invents 
Shoe Fabric 


BrocKTON—Patent rights on a woven 
fabric shoe upper have been granted 
Ray F. Emery, well known salesman 
of the Hamilton-Wade Co. of this city, 
who have been assigned the patent 
rights. 

Mr. Emery’s new invention is de- 
scribed as follows: A shoe upper hav- 
ing its body portion slitted in relatively 
spaced lines, and strips of sheet mate- 
rial woven alternately through the 
slits in a manner producing a check- 
ered pattern, certain of the overlapping 
portions of the body portion and strips 





registering ventilation openings. 
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Holds Galosh Demonstration 


SPRINGFIELD, ItL.—On Saturday, 
Sept. 24, Myers Brothers department 
store, located at the-corner of Fifth 
and Washington Streets, Springfield, 
lll., held a demonstration in their show 
windows of the new silhouette rubber 
shoe -Gay-Tee. A young lady demon- 
strated the new outer shoe showing how 
it conforms to the contour of the foot 
and ankle without the aid of snaps, but- 
ton or fasteners of any kind. Another 
feature that was displayed was the high 
back that prevents splashing of stock- 
ings on rainy days. 


Featuring Shoes for Outdoors 


DALLAS, TEX.—Volk Bros. is creating 
considerable interest in featuring shoes 
for walking and hiking. A recent ad- 
vertisement reads: “Get out into the 
great outdoors. It’s loads of fun, but 
you must have the right shoes. Shoes 
that not only look smart, but protect 
your feet while you are roughing it. 
Let us fit you tomorrow then 
you will be ready for riding, hiking and 
camping.” 


Hosiery Sales Doubled 


LOUISVILLE—Hosiery sales in the 
Boston Shoe Store have doubled in the 
past three months. In addition to the 
usual methods of newspaper advertis- 
ing, telephone calls and direct mail to 
sell hose also incites the interest of its 
sales people in such selling through 
contests. In addition to their regulay 
bonus, they receive 2% cents on every 
pair of hose they sell. 


Signs of Skins 


SALEM, Mass.—The Salem Rubber 
Co., featuring leather for apparel 
from head to foot, the goods being 
chiefly for sports wear, used signs 
made of skins, the skins corresponding 
to those of which the goods were made. 
The skins were had from nearby tan- 
neries. They were just as they came 
from the shipping rooms of tanneries, 
plus the words on them, these words 
being made of letters cut from skins 
of contrasting colors. 


Kansas City Says Suedes 


Kansas City—Black suedes are a 
volume seller at Napier’s at this time 
and brown suedes are second choice, 
according to Mrs. Mary Hulst, adver- 
tising manager of Napier’s. There 
is a very nice business since the weather 
has turned cool enough to make it im- 
perative for women to buy Fall shoes. 


Features Short Vamp Shoes 


CuiIcaGo—Wolock and Bauer have 
just opened a “little salon” which they 
have named “Brevities,” in which will 
be featured short vamp French last 
shoes. The new salon is on the first 
floor directly on the right at the Michi- 





gan Avenue entrance. 
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.~2On the Selling End... 


News of the Travelers and Sales Activities 





HALSEY ELWELL WITH 
STACY-ADAMS 


HALSEY ELWELL 


The many friends of Halsey Elwell, 
one of the industry’s most popular 
salesmen who incidentally has covered 
practically every section of the country 
during the past fifteen years with lead- 
ing lines, will welcome the announce- 
ment by Vice-President John McElaney 
of the Stacy-Adams Co. that Elwell 
leaves for the road next week on his 
first trip as a member of the Stacy- 
Adams staff. 

Mr. Elwell’s new territory will com- 
prise the New England States, New 
York (including New York City and 
the entire State), Pennsylvania, Mary- 
land, Virginia, West Virginia and 
Maryland. 


Ed. Hyde Joins Pontiac 


E. C. Hyde, widely known in the 
shoe industry during his years as 
head of International Shoe Style De- 
partment, has joined the Pontiac Shoe 
Co. Pontiac has for 50 years made 
a highly regarded line of women’s 
welts, and has recently added a line of 
fine cemented shoes. The production 
of the company is 2500 pairs daily. 

Mr. Hyde will assume entire charge 
of distribution in all its phases. Ar- 
rangements are being made for him 
to purchase a substantial interest in 
the company and become a strong fac- 
tor in its management. 


O. L. Rappleye Changes Territory 
Retail friends of O. L. Rappleye in 
Illinois, Ohio and Nebraska will be in- 


terested to know that Mr. Rappleye has 
changed his territory coverage with the 





Ault-Williamson Shoe Co., and now is 
handling the important State of Ohio 
with the nationally known Constant 
Comfort, Ye Olde Tyme Comfort and 
Ault-Shackford lines. In addition, he 
has kept only State Street in Chicago 
out of his former field. 

He makes his home in Blissfield, 
Mich. 


Lewellyn Has Successful Trip 


Jack Lewellyn, representing E. C. 
Livingston, Inc., New Oxford, Pa., 
women’s comfort turns and children’s 
shoes, returned from a coast trip, 
where he renewed many old acquaint- 
ances built up during the years he 
represented Vaughan Towle Co. Jack 
had a successful trip, and opened up 
a nice bunch of new accounts. He 
makes his home and headquarters in 
Chicago. 


Saifer with Continental 


Dave W. Sai- 
fer, well known 
shoe man and ex- 
pert stylist, has 
become associated 
with the Conti- 
nental Shoe Cor- 
poration of Ha- 
verhill, Mass., and 
will represent 
them in the larger 
cities through- 
out the United 
States. Mr. Saifer 
is a well known 
shoe man, having spent many years on 
Washington Avenue in St. Louis in the 
wholesale business. His many friends 
in the trade will be pleased to hear of 
his new connection and, of course, will 
wish him well. Mr. Saifer plans to 
make St. Louis his headquarters as 
heretofore. 


DAVE W. SAIFER 


H. N. Baker Makes Trip 


H. N. Baker, president of the Walk- 
Over Boot Shop of Miami, has re- 
turned from a _ two-month business 
and pleasure trip in the northeastern 
States. While away he visited the 
Walk-Over shoe factory in Brockton, 
Mass. In addition to being president 
of the Miami firm, Mr. Baker is also 
Southern representative of the George 
E. Keith Co., manufacturers of Walk- 
Over shoes. 


New Danbury Store 

DANBURY, CONN.—The Bootery, a re- 
tail store dealing in women’s and chil- 
dren’s shoes, has been opened at 282 
Main Street by Meyer J. Sundel and 
Morris Brenner of Waterbury. 
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DPIC — KEKE < 
NO 
GUESSWORK 


ABOUT THESE 
SLIPPERS 


IN STOCK 


Two-Tone 
Rlue Morruco Opera 
$3.00 


No. 1662 
Burgundy Kid 
Woven Vamp Opera 
$3.00 


EVANS STANDARD SLIPPERS 


Characterized throughout by su- 
perior workmanship and materials, 
and genuine hand turned, they are 
the most flexible, durable, and sat- 
isfactory type of indoor footwear. 


Thirty-two styles in standard colors 
are constantly in stock. facilitating 
immediate shipment. In addition, 
many novelty slippers like No. 
1662 in a wide variety of attractive 
combinations are made to order 
only. 


MADE TO RETAIL at $3, $4 & $5. 
Orders are now being taken for 
what promises to be one of the 


best slipper seasons in Evans’ 
history. 


L. B. EVANS’ SON 
COMPANY 


WAKEFIELD, MASS. 


BOSTON NEW YORK 
10 HIGH ST. 47 W. 34TH ST. 


PIII, —, KKK 


HAND-TURNED HOUSE SLIPPERS 
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WHERE TO BUY 
Men’s Shoes 
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Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 
Brockton, Mass. 














Richards & Brennan Co., Randolph, Mass. 








FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
uffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 
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<< CRADE ONLY” 


EAST WEYMOUTH, MASS. U.S.A. 











| THE 
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=» ™™ SHOE 
Men’s Fine Shoes 
D | ie SHOE CO 
ORK — 
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BOSTON 
10 HIGH ST. 


E, 


().. A. PACKARD CE ARDCO., Makers 


“Tlettloton 


Shoes Now Retail $8.50 Up. 







































» TRADE DOINGS 4 


Dingley-Foss Announce 
Indefinite Closing 


AvusuRN, Mg.—The Dingley-Foss 
Shoe Co. of Auburn, recently an- 
nounced that it was about to close in- 
definitely. 

A statement by Stephen D. Trafton, 
treasurer of the company said: “We 
have decided to suspend operations for 
the present. Shoes in process will be 
completed. We have no definite plans 
in regard to starting again.” 

While the factory had not been at 
capacity operation for several months, 
it had worked out a concentration of 
methods to meet changed conditions in 
the shoe manufacturing field and had 
been expected to go ahead to new busi- 
ness. 

The Dingley-Foss factory but a few 
years ago employed over 1,500 hands 
and at the height of the canvas shoe 
industry in Auburn turned out thou- 
sands of pairs of shoes daily. In the 
course of its long history, it had 
worked from men’s shoe lines into the 
manufacture of women’s medium grade 
style McKays, women’s and misses’ 
canvas McKays. It sold to jobbers, 
mail order houses, and chain stores. 

The present factory at Troy, Hamp- 
shire and Union Streets, was built for 
this firm about 40 years ago. The 
firm derived its name from original 
owners, Jeremiah Dingley and Horatio 
G. Foss, both now dead. Willis A. 
Trafton is the president of the corpo- 
ration. 


Pittsburgh to Buy Shoes 


PITTSBURGH, PA.—City Director of 
Supplies William R. Dunlap will ask 
bids on a $50,000 shoe order to be di- 
vided among 17 retail dealers. The 
shoes will be used for charitable pur- 
poses and probably will number 25,000 
pairs. 

Dunlap said contracts will be let to 
the lowest bidders meeting city specifi- 
cations. Each bidder must submit 
samples, which will be judged by a com- 
mittee of disinterested experts, he said. 
Each bidder must operate a shoe store 
in the zone for which he bids. 


Good Repair Business 


ATLANTA, GA.—Enough shoes to shod 
every man, woman and child in Atlanta 
have been repaired in the past year by 
Rich’s shoe repair department. Opened 
one year ago as a “leader” to bring in 
trade to the shoe department as well as 
for the convenience of customers and 
as a means of profit for the store, the 
repair department, according to S. J. 
Bethune, manager, has repaired 203,167 
pairs of,shoes during its opening year. 
The department recently celebrated its 
first anniversary. 
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Promotes Foot Health 


Kansas City, Mo.—Through the ef- 
forts of members of the Kansas City 
Shoe Retailers’ Association, Dr. Calvin 
L. Cooper, director of health for Kan- 
sas City, Mo., has become interested 
in the gospel of foot comfort and 
health. Several times recently Dr. 
Cooper has had interviews published 
in the local newspapers calling atten- 
tion to the necessity of proper fitting 
of shoes for school children. Dr. 
Cooper has cautioned parents to think 
more of the proper physical develop- 
ment of their children when purchas- 
ing shoes, and not so much of the cost. 


Good Sporting Boot Publicity 


New YORK—An example of how one 
outstanding house features their hunt- 
ing footwear. Abercrombie & Fitch 
consistently advertise their specialty 





Hunting Boot 
AS boot 

Se apg aero 
So cai tocuel 
ms 





shoes with graphic illustrations and 
text showing the precise use of the ar- 
ticles from the point of view of the 
seasoned consumer. This type of ad- 
vertising has produced good results 
with marked regularity. 





A New Merchandising Idea 


INDIANAPOLIS, IND.—A new idea in 
merchandising was presented to In- 
dianapolis Thursday, when a self-serve 
department store including footwear 
was opened at 34 to 40 North Pemnnsyl- 
vania Street. 

H. Schwartz, local business man, fol- 
lowing long experience with the Fai: 
store in Minneapolis, is in charge o! 
the new establishment. 


Women’s footwear is featured a 


’ prices ranging from 99 cents to $2.88 


men’s from $1.88 to $2.88, and chil 
dren’s shoes from 69 cents to $1.88 « 
pair. Sizes and widths are marked i: 
plain figures on each box and all shoe: 
are fully guaranteed. 























ERS RAE a EE RR ETS 







RRL NLR 












SRA Techie 







Passes Sas a 










oa 8 id ANE ei ki al nied 


































BooT AND SHOE RECORDER 
combining THE SHOE RETAILER, Oct. 22, 1932 





There’s REAL PROFIT 


x= ARROWSMEFH> 


Arch Supports and 
Foot Specialties... 


The Arrowsmith line and its trade-mark 
is well known to the shoe trade. The 
line comprises Arch Props and Supports 
to fit practically every condition. 


. Style C Arch Prop, illustrated 
h 3 here, is acknowledge 
y 4 to be the standard 
i of excellence. It is = 
constructed for StyleC 
endurance under the most severe service of the 
heaviest person. It is an effective relief for tired, 
aching feet, weak or broken down arches, etc. 


Made in sizes for Men, Women, Misses and Children. 
Wholesale $30.00 dozen pairs. Retail $5.00 pair. 
SEND FOR NEW CATALOG 


SHOE SUNDRIES, Inc. 


Exclusive distributors for Arrowsmith foot correctives 


208 Sigel Street, Chicago, Ill. 


Low 
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A C.LAWRENCE LEATHER Co. 
BOSTON: PEABODY: NEW YORK: CHICAGO «ST LOUIS 
CINCINNATI > PHILADELPHIA: GLOVERSVILLE 





LAWRENCE LEATHERS 








BOOT AND SHOE RECORDER 
TRADE MARK SECTION 


THE LATEST AND MOST 
COMPLETE LISTING OF 
TRADE NAMES OF THE 
SHOE, LEATHER AND ALLIED 
INDUSTRIES PUBLISHED 


PRICE $1.00 


BOOT AND SHOE RECORDER 
239 WEST 389th STREET, N. Y. C. 
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No. 4090 
Imported Brown Zug, 
= Deuble Construction, 
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We not only tell you but we tell 
the world through National Adver- 
tising, that The Mufti is guaranteed 
waterproof. There's a factory guar- 
antee tag on every pair. 


The Mufti is the finest double con- 


a price that is the lowest in its history. 


There is a real sales opportunity for the 
dealer who will get behind The Mufti. 
For the past three years one customer 
(name on request) in a city of only 
70,000 population, has sold more than 
I5O pairs a year at 15.00 per pair. 
You have the same chance in your town. 


The Mufti will be featured in Abbott November, 
December and January National Advertising in 
which the names of Mufti dealers will be listed. 
A 12-pair order puts your name on the lift. Write 
for details today. 


SKI BOOTS 


Abbott Ski Boots for men and women are leaders 
in their field and include both single and double 
construction styles that are built expressly for 
the sport, according to the specifications of in- 
ternational ski experts. 


Write for Catalog and New Dealer Price List 


See the Line at thé National Seasonal Opening and Shoe Display 
Week, Hotel Commodore, New York, Dec. 6 to 9, 


THE ABBOTT COMPANY 


10 Elm Street Wilton, Maine 
y | 





HE MAKERS OF 






SPORTOCASING 


TRE AL TRENTIC GOLF FOOTOE AR 












When writing advertisers please mention Boot and Shoe Recorder 





WHERE TO BUY 


Children’s Footwear 


WEE~MOCS 
WRITE FOR FREE CATALOG 


G.H.BASS & CO. 





2 MAIN ST. 
‘WILTON. MAINE 





SPORTINBAK 


FLEXIBLE 
ANKLE SUPPORT 
SHOE 
* 


Assures correct ankle pexture ») 
& aew, patented construction ap 

y orthopedic specialist: 
and parents. 


SEND FOR SAMPLES 
IN-STOCK 
PATENT... . 
JERSEY... . COFFEE 
LIGHT SMOKE 
2 te 6 $1.35 6 te & $1.55 


EPHRATA SHOE CO., Inc. 
EPHRATA, PA. 


OO 8 i Oe rE 


WHERE TO BUY 


Women’s Shoes 





“ 
Clara Bor 





Internationally recognized as the acme of 
utility shoes. 
A product of 


SHAFT-PIERCE SHOE CO., 





' 
Faribault, Minn. | 


— 
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WHERE TO BUY 
Shoe Forms 


OO 6 6 i 8 Oe 


| Farry. Zorms| 


FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 
FAIR YLITE 
Shoe Form Co. Ine., Auburn, N.Y. 








BooT AND SHOE RECORDER 
combining THE SHOE RETAILER, Oct. 22, 1932 








OPENING DAY AT “REED’S,” CINCINNATI 











CINCINNATI.— Reed’s shoe store, recently 
epened on Fountain Square, with L. M. Graham 
as manager. 

Reed’s features dollar hand bags and a popu- 








Boston Shoe Store Remodels 


LOUISVILLE—The Boston Shoe Co., 
now devoted to the selling of women’s 
and children’s shoes, has remodeled and 
redecorated their whole lower floor, 
making it one of the most attractive 
shops in Louisville. The wall decora- 
tion is in gray in silver, contrasting 
with the charming apple green of the 
woodwork. A darker green carpet and 
big lounge chairs of wicker upholstered 
in green figured tapestry complete the 
effect of a delightful lounge. Stock is 
concealed, but the wall space is broken 
by wide, shallow, sunken display cases, 
glass protected, for showing fine 
shoes. In the rear of the store, di- 
vided into a Budget Shop by a low 
railing, these showcases are like low, 
latticed windows, with rounded Gothic 
tops, adding much to the general deco- 
rative effect. Window space also is en- 
larged, giving opportunity for the dis- 
play of hosiery, a thriving department 
of this store. 

J. C. Fedler, third, reports Septem- 
ber sales showing a fifteen per cent 
increase in money, and that sales of 
the higher priced merchandise have al- 
most doubled those of last year. 


City Wide Fall Opening 


JAMESTOWN, N. Y.—Shoe retailers 
cooperating with the Chamber of Com- 
merce and Retail Merchants’ Associ- 
ation staged a dramatic presentation of 
new fall styles in a joint fall opening 
and carnival which attracted wide at- 
tention. On the evening before the 
formal opening the stores staged an 
unveiling of windows featuring new 


lar priced chiffon hosiery, two for a dollar. 
Customers are being educated to purchase the 
three articles at one sale. Business was good 
from the start, as the photograph shows. 


fall styles and there was a carnival 
with prizes for the most grotesque cos- 
tumes worn by the masqueraders. 

Many of the larger footwear stores, 
including Wade Bros., used mannequins 
in their windows to model the new shoe 
styles. Five local society girls were 
used by Wade Bros. and their names 
were featured in a quarter page news- 
paper advertisement of the store. 

Included among the cooperating re- 
tail shoe stores were the Abraham™ 
Bigelow Co., Brostrom-Connor Shoe 
Co., Brownell Shoe Co. Burke’s Enna 
Jettick Shop, Inc., Burns Shoe Store, 
The Family Shoe Co., Jones & Scharf, 
Inc., Lofgren’s Shoe Co., Charles E. 
Lundquist Sons and others. 


To Protect Design Patent 


BROCKTON, MAss.—The Geo. E. Keith 
Co. has secured an acknowledgment of 
error from a New England manufac- 
turer who had been producing imita- 
tions of its patented Cabana design, 
and an agreement to cease manufacture 
of such imitations. 

This action is part of a vigorous 
campaign the Keith company is pur- 
suing to protect its dealers from what 
is considered unfair and illegal use of 
the Cabana design, which is protected 
by U. S. patent, Design No. 87,020. 
Other actions are in process. 

_ The Cabana design is one of the most 
popular designs ever devised by the 
makers of the famous Walk-Over 
Shoes. More than 200,000 pairs have 
been manufactured and sold, evidence 
of its widespread acceptance and popu- 





larity with the public. 
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SHOE LACES 


FOR RAPID SERVICE 


To give faster service on all shoe lace 
orders we now distribute to the trade 
through our selling agents, the United 
Shoe Machinery Corporation. 


We manufacture a complete line of 
glazed, soft-finished, rayon, and mercerized 
laces, and branch offices located in every 
important shoemaking center carry repre- 


sentative stocks. 


By communicating your lace needs to 
the nearest branch office your order is 
assured immediate attention. Special atten- 


tion is given to all emergency orders. 


SHOE LACE COMPANY 


(Successor to Joslin Manufacturing Co., Established 1865) 


LAWRENCE, MASS. 


SELLING AGENT 


UNITED SHOE MACHINERY CORP., BOSTON, MASS. 


When writing advertisers please mention Boot and Shoe Recorder 










WHERE TO BUY 
Spats 














BOND STREET 





; 
ae 


vi and consistent 

orertl in The Sat- 

Post. 

Strong ndising 

helps—attractive packages. Imm ed delivery from 
stock. Write today for samples to 


JAMS MFG. COMPANY 
THE out a ona U. & A. 








WHERE TO BUY 


Shoe Accessories 





EVER-READY, the Pad 
That Stops the Pinch 








WHERE TO BUY 
Ballet Slippers 








TEKNIK? "ai. 


New Soft 
Toe Ballet 


This Capezio creation 
wins instant favor with 








dancers everywhere. Toe Send for 

pleats new by Catalog 
eans @ paten' ‘ea- 

tare. a — Ask a 

Black or natural — 


Te soles. Retail ai 
CHICAGO STOCK 
DEPT. 

159 No. State St. 


Los ANGELES 
STOCK DEPT. 
1951 Hillhurst Ave. 





Main Office and Factory 








In Stock Blaek Kid 
Ballet Right and Left 
Last 


Ladies’ $1.20 pair 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 




















» STORE CHANGES 4 





The “Parisian” Moves 


East LIVERPOOL, OnI0—Parisian 
Shoe Shop has opened in larger quar- 
ters at 106 East Sixth Street. New 
shop is an exclusive women’s salon, and 
will stress women’s footwear at two 
prices, $3.95 and $4.95. All fixtures 
and appointments are new. The shop 
has been in operation here for some 
time in a downtown location. 





Furman Remodels 


CHILLICOTHE, OHIO— The Furman 
Shoe Co. has started the remodeling of 
the store room in the Odd Fellows 
Building on Paint Street, which will be 
occupied by a larger store. This*con- 
cern has been operating for the past 17 
years. The new front and show win- 
dows are designed by the International 
Shoe Co. 





Paul G. Annison Incorporates 


Detroit—The Annison Boot Shop on 
the east side of the city at 13638 Gratiot 
Avenue has been incorporated under a 
annual “Down Town Day” with its free 
ear ride and unusual bargains in every- 
Michigan charter. The company is cap- 
italized at $3,000. Paul G. Annison is 
owner of the company. 





Lee Roth, Inc., Moves 


MIAMI, FLA.—Lee Roth, Inc., who has 
been engaged in the shoe business for 
a number of years at 127 East Flagler 
Street, has removed and is now located 
at 175 East Flagler Street. The new 
shop is beautiful in its appointments 
and Mr. Roth will ‘handle a line of 
popular-priced merchandise. 





Adds Men’s Shoe Section 


KANSAS CITY—The Palace Clothing 
Company has opened a men’s shoe de- 
partment on the mezzanine floor. The 
Maywood shoe is being sold in this 
shop. Gerald Larribe is manager of 
the department. James McCartney, 
assistant manager, was formerly with 
Chandler’s and. the Florsheim Shoe 
Company here. 


Shoe Man Branches Out 


ROSEVILLE, CAL—D. F. Stone, of 
215 Lincoln Street, after conducting a 
shoe store at this address for some 
years, is now moving to 128 Main 
Street, Roseville, where he will open a 
complete department store, wherein 
shoes, of course, will continue to play 
a major role. 








New Shoe Department 


CoLumBus, OHI0—One of the most 
important features of the ready-to- 
wear sections of Moby’s, a combined 
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Dallas Boot Business Good 


DALLAS, TEX.—“We’re doing an interesting 
business in riding boots now,” W. L. Clary, 
buyer for A. Harris & Co., said. “Our records 
show a better riding boot business the past 
thirty days than for many preceding months. 
We went after this business, of course, with a 
direct mail piece to out of town customers and 
an ad to Dallas people. 

“In fact, we've a nice increase in business 
throughout the department, and the good part 
about it is that it has all the ear-marks of being 
a steady upward trend rather than a spasm 
of Autumn buying.” 





department store and food market 
opened at Spring and High Streets, 
Columbus, Oct. 6, is the shoe depart- 
ment, located on the third floor. Shoes 
for the entire family are handled. 





Schoenhals Moves 


DAYTON, OH10—The Schoenhals Shoe 
Co., which has been located at 25 West 
Fourth Street, has moved into a new 
location at 42 South Ludlow Street. 
John Schoenhals, Sr., who has operated 
the store for 20 years, is at the head 
and associated with him is his son, John 
Schoenhals, Jr. 





Wise in Baltimore 


BALTIMORE, Mp.—After an absence 
of several months the Wise Shoe, Inc., 
has reentered the retail shoe field by 
reopening its former store at 34 West 
Lexington Street. The location is in 
the heart of the shopping district of 
the city. The concern occupies the 
three-story structure at the address. 





New Neighborhood Dept. Store 


INDIANAPOLIS, IND.—Cohen’s depart- 
ment store opened for business at Clif- 
ton and 38th Street and will carry a 
complete line of Robert Johnson and 
Rand footwear for men and women. 
The shoe department is one of the larg- 
est in the outlying district of the city. 





Earl C. Gregg Opens 


Detroit—Earl’s Smart Shoes, store 
recently opened in the Majestic Build- 
ing as an exclusive women’s shop by 
Earl C. Gregg, has been incorporated 
as Earl’s Shoes, Inc., with a capitaliza- 
tion of $12,500. Gregg remains sole 
stockholder. Larry Silver is store man- 
ager 





Features College Shoes 


POUGHKEEPSIE, N. Y.—A retail shoe 
store, known as Jax Feminine Foot- 
wear, has been opened at the corner of 
College View and Raymond Avenues, 
Arlington. 


To Open in Sidney, Ohio 


SIDNEY, OHIO—William Crusey, well 
known Ohio shoe merchant, will soon 
open a new retail shoe store here. 








j 
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FORD’S 


B nga ya Ooze — AI TY, B 262—Black Ooze —_ 

Pump, 296 Last, 16/8 a shoe of = esi cher Oxford, 296 Last, 

eather Hee! ALUE an eather Hee 
$3.85 $3.85 


on which to build a 
B 362—C i hh 
than" =" OnTAME wes se 
$3.85 $3.85 


AAA—5 to 9 Send for Stock B—3 to 9 
jt i Catalog D—4 to 8 





Cc. P. FORD & CO., INC. 


Rochester, N. Y. 


DETROIT: Hotel Tuller, Mr. Ray Wegman 
CHICAGO: 1815 Republic Bldg., Mr. Ray McCarthy 
NEW YORK: Marbridge Bldg., Mr. Jack Galway 








e In Choosing Your 
Domung to Chicago’ New York Hotel: 


Chicago's most interesting hotel offers you ' REMEMBER THESE 


unequalled luxury at low rates. In the heat © 
of Chicagos Ris with i its brilliant nist life- SHEEAL FEATURES 


close to stores, offices on railroad stations. of the NEW EDISON 


CONVENIENT fr a 1700 ROOMS © Sun - Ray Health Lamps 


LOCATION ROR Buty 1700 BATHS © New York’s Newest Hotel 
@ In the Heart of Times Square 
© Five Minutes to 50 Theatres 


@ 1000 Rooms e 1000 Baths 
e@ 1000 Radios 


e Extra - Large - Sized Rooms 
Many Windows — Large Closets 


e Extremely moderate rates— 


Single from $2.50 day 
Double ” $4.00 ” 











eae oncrae lean 47 ST. JUST WEST OF B’WAY 


en EF W yor k«® 
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WHERE TO BUY 


Bowling Shoes 





BOWLING SHOES 
IN-STOCK 
Combination Soles 
Rubber Heels 
ber 
ni ee 












$1.85 
Adda ase 1% 
Style No, 224 ax 
ayy ——— MFG. am 
Swanson & Ritner Sts., Philadelphia 





Cc 


BOWLING SHOES 

SERIES 
eo 

Wisc ate delivery. 


for complete ca 
salog, of ATHCO "Athletic 


Shoe Cc. 





Athletic 
914N. MarshfleldAv. 
Chicago, Ill. 





comer mee 


WHERE TO BUY 


Men’s and Women’s 
Slippers 











Men’s Hand Turned —— 
ROMEOS 


ALL LE 
GOLDEN. BROWN KID—IN STOCK 


EVERITS OPERAS 
ATHERS $1.45 AND UP 


ROTH yANUFAcTORRRG, AN 
50 N. FOURTH 8ST. RE TNILADELPHIA 























W. 8. CHASE & SONS, INC., 
HAVERHILL, MASS, 

tn Stock Men's Full Leather Lined 
Handturned Slippers 

Priced from $1.60 

Kid Pullman Slippers 

colors and Black with 


Snap Pocket $1.35 
Zipper Pocket $1.50 





QUALITY TURN 
D’ORSAYS 


All Colors A & C In Stock 
to Retail at $2.00 
Write for catalogue 

FREEMAN-THOMPSON 
SHOE COMPANY 

~— +») S8t. Paul Minnesota 




















Beg Pardon 

In the Oct. 8, 1932, issue of the 
RECORDER a news item dated from Can- 
ton, Ohio, stated William Meehan had 
acquired the ladies’ footwear depart- 
ment in the Bon Marche store. Our 


correspondent erroneously stated the 
facts, as Mr. Meehan is employed by 
the Senack Shoe Co. as manager of 
the shoe department. The Senack Shoe 
Co. leases the shoe. department from 
the Bon Marche. 





CINCINNATI—The John Shillito Co. 
opened a Pied Piper Shoe Department 
for children recently. 

The opening was a gala affair, with 
an entertainment at Odd Fellows 
Temple. A huge gathering of chil- 
dren was on hand. Hats, pictures, 
horns, a movie and a guessing contest 
as to how many stitches were in a shoe 
were the attractions. All children in 
greater Cincinnati were invited. 


Bacharach’s to Quit 


ATLANTIC City, N. J.—Bacharach’s 
Walk Over Boot Shop, after 59 years 
in the retail shoe business here, an- 
nounces that they will discontinue busi- 
ness as soon as their present stock is 
cleaned out. Daniel Megonogle who 
has been with the store for the past 
28 years, 16 of which as manager, will, 
undoubtedly start in for himself in the 
near future. “Mac” first plans a short 
rest after winding up the present busi- 
ness before seriously considering the 
several interesting propositions he has 
under consideration. 





Moving to Better Location 


NEw HAVEN, CONN.—Louis Rosen- 
feld, proprietor of the retail shoe store 
bearing his name at 68-70 Congress 
Avenue, is preparing to move his busi- 
ness to 791 Chapel street, a more cen- 
tral location, which was formerly oc- 
cupied by Wise Shoes, Inc. 





Michigan Shoe Co. Formed 


DeEtROIT—Wise Shoe Co. of Michigan 
has taken out a Michigan charter, with 
a capitalization of $10,000. Office of 
the company locally is at 1059 Wood- 
ward Avenue. Incorporators of the 
company are given as Theodore Sirene, 
William G. Church and A. C. Stinn. 


Adds New Department 


BALTIMORE, Mp.—L. Slesinger & Son, 
women’s exclusive apparel and shoe 








shop, has opened a Wilbur Coon shoe 


HAS PARTY AT OPENING 
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W. Arinow, in charge of Shillito’s 
Display Department, carried out the 
decorative scheme of the new venture. 
A huge castle, with turreted windows, 
built on the mezzanine, faces the store 
below. The ceiling shows a blue sky, 
with snowy clouds, and the walls are 
topped with panels depicting scenes 
from the story of the Pied Piper. 
Howard Frohman, buyer at Shillito’s, 
is in charge of the department. 





section. Until recently an exclusive 
Wilbur Coon shoe shop had been oper- 
ated in this city. 





Opens New Branch 


ZANESVILLE, OHIO—The Cohen Shoe 
Co. of Cincinnati has taken a lease on 
two store rooms at 531-533 Main Street 
which will be used as a shoe store to be 
opened early in October. 





Holds Store Demonstration 


BALTIMORE, Mp.—An interesting and 
instructive moving picture on “how to 
keep your feet healthy” was shown 
for two days in the shoe section of 
Hochschild, Kohn & Co. store. The 
“movie” was shown coincidently with 
the personal appearance of Mr. Morris 
of the “Propr Bilt” Shoe Co. These 
shoes are featured exclusively by the 
Hochschild, Kohn Co. 


Darb’s Shoe Store Closed 


WATERBURY, CONN.—Darb’s Shoe 
Store, Inc., 67 East Main Street, has 
been closed. The stock and fixtures 
were sold to Joseph Janovitz. 








N.S.T.A. to meet in Chicago 


The National Shoe Travelers Association will 
hold their 22nd annual meeting and convention 
in Chicago, January 12-13, 1933, at the Palmer 
House. Again the Chicago Shoe Travelers As- 
sociation will play host. This body holds the 
record for having entertained the N.S.T.A. 
more often than all other associations combined. 
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A Thoroughly Modern Shoe , 


SMART 
STYLISH 
LIGHTWEIGHT 
FLEXIBLE 








UCO 


(TRADE-MARE) 


SHOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 














WHERE TO BUY 


Dancing Shoes and Taps 








TAP DANCING 
THEO SLIPPER 
Stock Ne, 1210 


Patent Leather 
For Growing Girls 
Widths—Sizes 3-7 

Price $1.25 
LOG SHOE CO., INC. 
Duane St., New York City 





B 
147 


TAP SLIPPERS 
IN-STOOK 


Bleck Kid Ono Strep 
1 
Patent Leather 


Bivtee ties Ge. extra. 
BROOKS oxy Se 
























THE LEADING TAP SHOES 
IN STOCK 













Insist on TURNS for your 
or Black Kid TAPS 
Sizes: 1% es 
Packed-in 
18 or 36 
pair cases 
Turn 
ekers 
Witte tor = 
sample-psirs 
The Norridgewock Shoe Co., Inc. 
——_-= NORRIDGEWOCK, MAINE coum 











Christmas Profit 
Promotion Plan 
[CONTINUED FROM PAGE 47] 


this causes big paper waste. It is best 
to consult with your printer before you 
make a layout for any size folder. The 
most popular sizes for folders seem to 
be 9 x 12 in., 12 x 19 in., and 19 x 25 
in., as these cut out of most paper 
stocks with no waste. If these pieces 
are to be mailed in envelopes, these 
sizes also fit a ready-made envelope. 
By making an attractive outside design 
on the face, these larger folders can 
be self-inclosed, eliminating from $6 to 
$10 per thousand from the cost of your 
mailing by not having to buy envelopes. 
Smaller mailing pieces. Govern- 
ment post cards may be had in sheets, 
making it possible for your printer to 
print an entire set of cards with one 
impression. 3% x 5% inches is a good 
size for post cards. The double card, 
7 x 51% inches, folding once to 3% x 5 
inches, is also another very effective 
type of small mailing piece. Color is 
unusually valuable in smaller mailing 
pieces, and if you can afford it, color 
will add a lot to the effectiveness. 


Use original cuts in your direct mail 
pieces. The ordinary mat in the news- 








paper advertising service reproduces 
fairly well in newspaper work on the 
coarse, porous, newsprint paper. But 
casts or stereotypes. from these mats 
positively have no place in direct ad- 
vertising. The paper used in the aver- 
age mailing piece is of a much finer 


quality than newsprint; harder and 
better finished. Consequently, your il- 
lustration made from a mat brings to 
light all of the coarseness. Nothing 
can spoil a mailing piece so quickly as 
work printed from casts of this type. 
It is far better to take proofs of the 
illustrations from the mat service and 
have new cuts made. The reproduc- 
tion will be better and your folder or 
card will be ever so much more attrac- 
tive and effective. 


SPECIAL STUNTS 


In wholesale and industrial centers 
the giving of gift orders is another 
source of extra business. Business 
heads can be canvassed with an offer 
to issue merchandise orders for shoes 
or other merchandise to be given to 
employees. Some stores make a broad- 
cast mailing of “Gift Orders,” printed 


} on green or blue safety check paper 


and made to look very impressive. 
These orders are tobe sent to those 
to whom customers wish to give; they 
come into your store to make a selec- 
tion and you charge your customer 
with the amount purchased. Some 
stores have found a live Santa Claus 
located in the children’s shoe section 
pulls a lot of business. Others make 
a practice of giving toys to children 
when accompanied by parents, and still 
others use giant Christmas trees, 
lighted and _ decorated brilliantly. 
Everything done in this direction will 
help to get the Christmas spirit into 
your store. 


George T. Thomas 


BALTIMORE, Mp.—George T. Thomas, 
founder of the George T. Thomas Rub- 
ber Goods Company, died following an 
illness of several years. 

Mr. Thomas who was 70 years old 
organized the George T. Thomas Rub- 
ber Goods Company in 1887 at the age 
of 25. Since Mr. Thomas’ retirement 
from active business several years ago, 
the business founded by him has been 
continued under the active direction of 
his son, George T. Thomas, 3rd. 

Mr. Thomas is survived by his 
widow, Mrs. Ida Stran Thomas, a son 
George T. Thomas 3rd, and daughter, 
Miss Ruth Thomas, and two grand- 
children. 





Harvey H. Heyser 


HAGERSTOWN, Mp.—-Harvey H. Hey- 
ser, shoe manufacturer, died following 
a brief illness. Mr. Heyser began his 
commercial or business career in a 
banking institution of Hagerstown, 
working himself to the position of 
cashier of the First National Bank. 
He then entered the shoe manufactur- 
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SELLING SUGGESTIONS 


Sales must be made quicker. If 
your store does much business in 
smaller Christmas gifts, sales will have 
to be made quicker than in the regular 
course of your shoe business to realize 
a profit from this selling. People re- 
sent being deliberately hurried and 
forced to make a quick decision, but 
your sales staff can be encouraged to 
work efficiently and so help people to 
make decisions as quickly as possible. 


ASK QUESTIONS 


Ask questions. A little intelligent 
questioning will give the salesman 
enough information that he can 
quickly present the right color, the 
right shape, the right size, or what- 
ever thing is wanted most. 

Be patient. Those people who are 
most likely to become offended at the 
impatience or hurried selling tactics 
of a salesperson are also the people 
most susceptible to a suggestion for 
gift-giving. Often customers are so 
elated over finding someone with intel- 
ligence or interest enough to suggest 
something practical for Uncle Ned or 
Cousin Will that they buy as many 
things as possible from that person. 


WORK QUICKLY 


Make change and wrap package 
quickly. Plenty of change and ready- 
torn wrapping paper will help to do 
it. Fancy holiday paper and string 
adds a lot of Christmas spirit to the 
package, and are good investments. 

Have stock so placed that it can be 
reached quickly. This is particularly 
important in the case of smaller items 
such as slippers, bags, shoe trees and 
other special merchandise. 








ing business of the Southern Shoe Mfg. 
Co., in which he had been engaged for 
many years and up to the time of his 
death. 

Mr. Heyser is survived by his 
widow, a son and a daughter. 





Max J. Feldman 


Fort LAUDERDALE, FLA—Max J. 
Feldman, owner of Bernie’s Shoe 
Store, died Sept. 30 after an illness of 
two weeks. Mr. Feldman came to 
Florida from Chicago about six years 
ago. He was born in Russia. Burial 
was at West Palm Beach. Besides the 
widow, Mr. Feldman leaves two sons 
and two daughters. 





Joseph Orwig 


WATERBURY, OHIO—Joseph Orwig, 
67, who traveled for the Peters Shoe 
Co. for 35 years, died at his Summer 
home here. He retired several years 
ago, making his home at Lima. He 
is survived by his widow, Pearl, and 
one son, Ralph. 
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RAIGHT 


as. a Plumb Line.. 


The curved Thi's 

breast line ee i is the 

of the old a: Wears 
method oe way 


The Mears MONOPLANE HEEL 
is the modern refinement of the popu- 


lar Cuban Heel. 


Straight lines replace the old, incon- 
gruous curved breast edge of the or- 


dinary Cuban heel. 








The result is an added touch of smart- 
ness, an unusual trim military effect 
and a heel of perfect symmetry. 


Mears MONOPLANE heels will add 
distinction and beauty to your Cuban 
heeled models, and assure you the 
finest workmanship and materials that 
it is possible to buy. 


FRED W. MEARS HEEL COMPANY, Inc. 


Auburn, Me. Columbus, O. St. Louis, Mo. 
Conway, N. H. Auburn, N. Y. Salem Depot, N. H. 


Affiliated Company: Fellows Wood Heel Co., Kingston, N. H. 


This trade-mark is your safeguard WOOD 
in selecting wood heels LU EELS 
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CLAWIFIED ano WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 
WEET 2 w we 











LINE WANTED ) FOR SALE WANTED TO PURCHASE 








EG. VEARS a ne Maryland, E STABLisBED ~ i Soar, io a 
.. Virginia, Eastern Pennsylvania. tion, windows an xtures. mall stock, 

Live wae. Would like connection with re- low rent, bargain. HUNTERS BOOT SHOP, HIGHEST CASH PRICES 

liable house. 4931 Palmer Ave., Baltimore, Zanesville, Ohio. PAID 


Md. for shee stecks, slow sellers, ets. Short time 
leases taken ever. Transactions confidential. 


POSITION WANTED . = 


MAX GLAUBERG 
SOUTHERN SALESMAN available. Clean 327 Church St. New York City 
record and good following. Address D-164, S4! ESMAN WHO AVERAGED over quarter Phone: Canal 6-2683 
care Boot and Shoe Recorder, 239 West 39th million annually the past twelve years with 
Street, New York, N. Y. qepomseniative bain selling riage pina pod 
ouse slippers, desires connection with reputable 
concern. Territory New England and Metro- We wih pay the Dest pote Set for 
politan New York area. Available January 1st. a aaa - “euparenant 
FOR RENT Address D-162, care Boot and Shoe Recorder, 
239 West 39th Street, New York, N. Y. one 4 Call 
confidential. 


























35] Jay STREET—Convenient aiowntown — c — - . G 
Brooklyn ts especia ly adapte or e eade t.. ew = 

Shoe Manufacturer. Bright, well ventilated. 5,000 Office Executive Phone Worth 2.5922 A 

and 2,000 square feet units. Sprinkler, steam * 

heat, excellent shipping facilities. Reduced Available 

rentals. MR. DvBARRY, 51 Willoughby 

Street, Brooklyn, N. Y. My business experience extends over a We will buy from manufacturers, 

porte’ 6S) Ine eee Sa me a0 8 jobbers, and retailers, entire or 

cre manager, office manager, account- 

ant, wale” director, auditor and tax pea. wre a ie aad 


OR RENT, shoe store, corner store, 100% consultant. » small quantities. 
location Ithaca, Cornell college town, low I have been associated with an important q 


rental Address D-161, care Boot and Shoe shoe manufacturing company for more KIRSCH-BLACHER CO., INC. 
, ; than 19 years. Economic conditions have si 
a - a 239 West 39th Street, New York, made it advisable for them to consolidate 590 Broadway New York 


responsibilities with those of the execu- 6-429 4299 
tives that remain, each of whom exceeded Phone CAnal S and ” 


——— my services by a number of years. 
OMEN’S SHOE DEPARTMENT in New bn = = martes Seen, Ceeetatin 
Castle, Indiana. 100% location. Front wit e general manager 0 s§ com- CHANTS’ 
window display 10% of sales. Rental basis. eich “=e a a — viewpoint MER NEEDS 
Address D-169, care Boot and Shoe Recorder, te — - - vie A — 
239 West 39th Street, New York, N. Y. Penny a See er ee eee 
‘ I believe there is always an opportunity 


for the well trained man who is keenly 


ambitious to work in the interests of his 
employer. Samples 


FOR SALE soaks a6 convincing references will be 
‘urnis A vie ” 
We specialize in samples of 


Address D-167, care P 

FOR SALE—Shoe Store Fixtures in  estab- Boot and Shoe Recorder, St. Louis standard, branded 
lished successful going business, good loca- 239 West 39th Street, ladies’ and children’s foot- 

tion Florida city. Can start in business soon New York, N. Y. wear. 

as stock is sold. Cheap rent. Address D-165, 


Crista” 239 West 39th IN STOCK 
SPACE FOR LEASE Write for an assortment. 


The prices are right. 



























































HOE one FOR SALE. Doing $20,000.08 EASE , ‘ced Ladi Child 
annually. Store is very spacious, fixtures SASE: popular pri ies’, ildren’s 
and mane seeder, _— = ee — Loca- L and Men’s Shoe Kage Ii gag oo M = K . W E ] L S H @) E C Oo z 
tion idea or family shoe store. ddress department store in est iladelphia 
D-163, care Boot and Shoe Recorder, 239 West _ location. UNITED DEP’T STORES, 5221 1426 WASHINGTON ST. LOUIS, MO. 
39th Street, New York, N. Y. Market St., Phila., Pa. 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
75 is 7 cents per word. Minimum charge 























The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. f 
Classified advertising is payable in advance. 
&# Advertisements for this page must be in our New York office ‘on Friday of the week preceding publication ™ 


When writing advertisers please mention Boot and Shoe Recorder 
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MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 


HOTELS 











VANITY BOWS 


Leather and Beaded Bows are in great 
demand now. 


At present we offer Leather and Beaded 
Bows and also those in crepe, moire and 
other fabrics. 


Prices $1.50 to $4.00 per dozen pairs. 
Special Discount for volume buyers. 


Write for a dozen assorted bows NOW! 


VANITY NOVELTY 
WORKS 
1261 Atlantic Ave. 


BROOKLYN N. Y. 








NEW MODERNISTIC 
TICKET 


With or without “SALE” im- 
print. 
Carried In-Stock 


Any assortment desired. 
Samples on request. 


Coral background, orange and black trim, 
black printing. 


With “SALB’ Imprint: 
5 $1.25 


Celluloid Profit Chart (Pocket 8ice)—FREB 
—with order of 24 dozen, 


In-Stock—37 “‘SALE!’’ denominations. 
In-Stock—93 denominations with design only. 
15¢. per dozen additional for odd-price tickets 
ordered and not in stock. 


(Check with Order, Please) 
Merchant’s Service Dept. 


Boot and Shoe Recorder 
367 W. Adams St., Chicago, Ill. 

















18x9!12”—Top 


$4.00 


FIXTURES of 
EXCELLENCE! 


All over chrome plated —combined with 
selected Birds Eye Maple. No doubt the 
finest value ever made. 


Order a few of them and 
let us show you the finest 
fixture value you have 
ever seen. 
12” Ext.—24” 


ARROW i? Etat 
DECORATING All One Price 
& FIXTURE co, 94:90 


34 N. 4th St. 
PHILA., PA. 


STANDS 














Buys Custom Department 


LYNN, Mass.—Lovell’s Shoe Fac- 
tory, Inc., 192-194 Union Street, has 
bought and will carry on the custom 
department of A. E. Little Shoe Co., 
certain goods of which were recently 
sold at auction. The purchase in- 
cludes a list of 50,000 customers, and 
also the lasts, patterns and dies re- 
quired for the making of shoes on cus- 
tom order for these customers. Prac- 
tically all of the lasts were made to 
the measure of the feet of customers. 
Some are for stylish shoes. Some are 
for sport shoes, including riding boots, 
and many are for health or corrective 
shoes. The Lovell factory already had 
a list of 15,000 customers of its cus- 
tom order department. Mr. Knowlton 
and Mr. Liberty, formerly executives 
of the A. E. Little Co., are now with 
the Lovell factory. 


Department Stores Merge 


LOUISVILLE, Ky.—The John C. Lewis 
Co., department store, 56 years old, an- 
nounced Sept. 21 that it was retiring 
from business, the large stock of shoes, 
ready-to-wear and general lines to be 
sold in a series of sales between now 
and Dec. 31. This company, as well 
as Herman Straus & Sons Co. in 
Louisville, are owned by Southern Re- 
tail Stores, Inc., of Nashville, both be- 
ing separate corporations. It is planned 
after Dec. 31 to merge the Lewis busi- 
ness with that of Herman Straus, and 
thus consolidate or concentrate local 
activities, using the Herman Straus 
store, two blocks north of the Lewis 
store, or at Fourth and Market Streets. 





HOTELS OF DISTINCTION 
IN ST. LOUIS 


HQ) s300 
to 

$45.0 
Tuband 
Shower 











btels 


MAYFAIR 


EIGHTH and SAINT CHARLES 


LENNOX 


ju ST. LOUAS 


In the very center of 
things. Just a step from 
theatre, shoppingand busi- 
ness district. Admittedly 
offering more personal 
room comforts and refine- 
ments than any other 
hotels in Saint Louis. And 
any Saint Louisan will tell 
you that these new hotels 
are decidedly the places to 
dine in St. Louis. 


Coffee Shop 
Garage Service 


Club Meals 


OPERATED BY HEISS HOTEL SYSTEM 





Row Over Leather Terms 


WASHINGTON, D. C.—Dissatisfied 
with a ruling by Judge C. P. McClel- 
land, of the Circuit Customs Court, 
which, in effect, declares “grain leather” 
and “grained leather” differ and there- 
fore are chargeable with different im- 
port levies, the Treasury Department 
has carried to the United States Court 
of Customs and Patent Appeals the 
protest made unsuccessfully in the Dis- 
trict Court at New York. 

The dispute centers about shipments 
of leather brought into the country by 
the J. B. Stetson Co. A duty of 30 
per cent ad valorem was assessed at 
port of entry, but this was reduced 
after appeal to the Customs Court to 25 
per cent ad valorem. 


Fined for Deceptive Advertising 


PITTSBURGH, PA.—Joseph Cohen was 
fined $25 and ordered to pay the costs 
by Judge J. A. McLaughry of Mercer 
County in Ciriminal Court. Cohen was 
convicted of having displayed a sign 
in his store, the Emergency Trunk & 
Bag Co., 623 Smithfield Street, saying 
“this is not” in small letters and “bank- 
ruptcy sale’ in large letters. The 
charge was deceptive advertising. 




















BOOTS AND SHOES 


Abbott Co., The, Wilton, Me 
Athletic Shoe Co., Chicago, IIl 
Ault-Williamson Shoe Co., Auburn, Me.... 


Bancroft-Walker Co., Boston, Mass 

Bass, G. H., & Co., Wilton, Me 

Blog Shoe Co., Inc., New York City 

Brooks Shoe Mfg. Co., Philadelphia, Pa. .58, 60 


Capezio, New York 

Chase, W. S., & Sons, Haverhill, Mass 

Clapp, Edwin, & Sons, Inc., E. Weymouth, 
Mass. 


Ebberts, John, Shoe Co., Buffalo, N. Y.... 
Ephrata Shoe Co., Inc., Ephrata, Pa 
Evans’ Sons, L. B., Co., Wakefield, Mass... 5 


Florsheim Shoe Co., Chicago, II! 
Ford, C. P., & Co., Rochester, N. Y 


Freeman-Thompson Shoe Co., St. Paul, 
Minn. 


Green, Daniel, Co., Dolgeville, N. Y..2nd Cover 
Jarman Shoe Co., Nashville, Tenn 
Keith, i E., Co., Brockton, Mass 


Mishawaka Rubber & Wool Mf 7 
Mishawaka, Ind ve tian 


Notural Bridge Shoemakers, Lynchburg, 
a 


Nettleton, A. E., Syracuse, N. Y 
Norridgewock Shoe Co., Norridgewock, Me.. 60 


Old Colony Shoe Co., Brockton, Mass 


Packard, M. A., Co., Brockton, Mass 
~Pedigo-Lake Shoe Co., St. Louis, Mo 
Peters, Branch of Int. Shoe Co., St. Louis, 
Mo. 25 


Racine Shoe Mfg. Co., Racine, Wis. .Back Cover 
Richards & Brennan Co., Randolph, Mass.. 52 


Roberts, Johnson & Rand, St. Louis, Mo., 
3rd Cover 


Roth Shoe Co., Philadelphia, Pa 


Shaft-Pierce Shoe Co., Faribault, Minn.... 54 
Smith, J. P., Shoe Co., Inc., Chicago, Ill... 5 
Stacy-Adams Co., Brockton, Mass 
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A BUYING GUIDE TO 
OUR ADVEIRTIVERY 


IN THIS 


IYSUE ° 





Tupper Slipper Co., Brooklyn, N. Y 


United States Rubber Co., New York City, 
Front Cover 


Weil, M. K., Shoe Co., St. Louis, Mo 


LEATHER AND OTHER MATERIALS 
Allied Kid Co., Philadelphia, Pa 
Colonial Tanning Co., Boston, Mass 
Evans, John R., & Co., Camden, N. J....30-31 
Goodyear Tire & Rubber Co., Akron, Ohio. .6-7 
Kistler Leather Co., Boston, Mass 
Lawrence, A. C., Leather Co., Peabody, Mass. 53 
New Castle Leather Co., New York City... 33 
Surpass Leather Co., Philadelphia, Pa 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 


Mears, Fred W., Heel Co 


United Last Co., Brockton, Mass 
= Shoe Machinery Corp., 


SHOE ACCESSORIES 


Dusie Mfg. Co., Wellsboro, Pa 


Miller, O. A., Treeing Machine Co., Brock- 
ton, Mass. 37 


ay Shoe Findings Mfg. Co., Chicago, ‘ 
dua Lace Co., Lawrence, Mass 

Shoe Sundries, Inc., Chicago, Ill 

Vanity Novelty Works, Brooklyn, N. Y.... 6 
Williams Mfg. Co., Portsmouth, Ohio 


SHOE STORE EQUIPMENT 


Arrow Decorating & Fixture Co., Phila- 
delphia, Pa 63 


Shoe Form Co., Auburn, N. Y 


MISCELLANEOUS 
Glauberg, Max, New York City 


Hotel Edison, New York City 

Hotels Mayfair and Lennox, St. Louis, Mo. 63 
Hotel Montclair, New York City 

Hotel Shelton, New York City 

Hotel Sherman, Chicago, III 

Hotel White, New York City 


Kent Automatic Garages, New York City.. 45 
Kirsch-Blacher Co., Inc., New York City... 62 


Simon, I., Co., New York City 





Eugene L. Gowdy Dies 

BrockTtoN—Eugene L. Gowdy, pio- 
neer in the introduction of shoe machin- 
ery throughout the country and for 
many years a box-toe manufacturer, 
died last Thursday following a brief ill- 
ness. Funeral services were held with 
a solemn high mass at St. Edward’s 
Church, with interment in Calvary 
Cemetery. 

Mr. Gowdy was a well known figure 
nationally because of his activities 
many years ago as a representative of 
a Boston firm making shoe machinery. 
He equipped many factories in New 
York State, the West and Southwest, 
later returning to Brockton, where he 
established his own business, that of 
making’ box-toes, which he directed for 
many years. He is survived by his 
widow and one daughter. 


Specializes In Fitting 

San MATEO, CaL.—A new shoe store 
has been opened at 229 Third Avenue 
by Mr. and Mrs. W. W. Tichnor. Shoes 
for all members of the family are be- 
ing carried and particular emphasis is 
being stressed on the fact that the 
store specializes in fitting those feet 
which are usually considered hard to 
fit. 


Block-Long Shoe Section 

PorRTLAND, OrE—Meier & Frank 
have created one of the most com- 
plete department stores of the United 
States with a new and enlarged shoe 
department that stretches a block long 
in what is the largest department store 
of the coast. 


Campus Boot Shop Moves 

WorcEsTER, Mass.—The new location 
of Hildreth’s Campus Boot Shop at 
Park Building, 507 Main Street, was 
opened recently. The old premises 
were located at 4:Franklin Street. The 
new place is one flight up from the 
street floor. 


Incorporation Papers Filed 

STAMFORD, CONN.—The Eagle Shoe 
Stores, Inc., of this city have filed 
papers of incorporation. Authorized 
capital, $50,000; 500 shares, $100 par; 
$2,000 paid in. Incorporators, Phillip, 
Joseph N. and Mary Rimland. 
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isa VITALITY yea, 





Because, the Vitality line is the preem- 


inent style leader in the popular priced 
health shoe field. 
GLORIA , / Because, the “‘Vitality principle’ of 
Dull Black Kid Oo ' ; health construction has won thousands 
and Brown Kid 
of loyal customers who have found 


perfect fit in Vitality Health Shoes. 


Because, the uniform high quality of 
this line has been maintained season 
after season building up consumer 
confidence in Vitality Health Shoes. 


Because, 7,500,000 American homes 
| are being constantly reminded of 
MERLE 4 s Vitality style, fit and comfort in an in- 
pia ve tensive, sweeping national advertising 
campaign. 
Because, a wide range of styles, sizes — 
and widths satisfy every taste and need. 


Because, Vitality prices fit the 1932 
budget and give dealers an unusually 
attractive mark-up. 


Because, Vitality’s In-Stock Service 
simplifies the merchandising problem 
NORMA 


of the modern shoe department. 
Brown Kid 
Dull Black Kid 
Patent Leather VITALITY SHOE COMPANY’ ST. LOUIS, MO. 


ITA 


ED ealth shoes 


——=a Bb 
nai } = WOMEN’S MEN'S © CHILDREN’S BOYS’ 
White Kid 7 ae = Pyeng ir a Widths and Sizes AtoE 
Dull Black Kid = , 208 5 1 i sg for all ages Sizes 1 to 6 


and Brown Kid A Few Stvles A Few Styles $2 to $4 $4 


Branch of International Shoe Company 


Nationally Advertised in 
VOGUE LADIES’ HOME JOURNAL « McCALL’S »- GOOD HOUSEKEEPING » PHOTOPLAY 





Vol. 102, No. 8. Published every week by the Boot & Shoe Recorder Publishing Company, Division of United Business Publishers, Inc., 239 W. 39th St., New York, N. Y. 
Entered as second class matter Sept. 10, 1925, at the Post Office at New York, N. Y., under the act of March 3, 1879. Subscription price, $3.00 per year. Printed in U. 8. A, 
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SMART APPEARANCE 
wis DEPENDABLE WEAR 


SILAOCQUWELT 




















The popular SILHOUWELT 
possesses certain features which 
add to the value of feminine 
footwear... The welt type of 
construction furnishes durable 
and dependable wearing quali- 
ties, and produces a comfort- 
able, snug-fitting shoe. 
At the same time, the lightweight 
outsole, close-fitting edges and 
shanks truthfully interpret the 
graceful lines of modern 
shoe styles. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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NUINE KID LEATHER 


WHITE LEVOR 
SNINECO NES 
EXACTLY WHAT YOU 


EFER TO EVERY DAY 
AS WHITE GLACE KID 
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WHITE L 


WHITE LEVOR GRAIN LEATHERS 


EVOR GRAIN GOAT G.LEVOR«¢-CO. inc. 


GENUINE kKID 


Tanners of “THE WHITEST WHITES” 
GLOVERSVILLE, N.Y. 


WHITE LEVOR GRAIN KID 
GENUINE CABREITA 


LEVOR WHITE SUEDE 
GENUINE KID 
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HAVE HARD TOE STYLE and 


GERBERICH-PAYNE 
SHOE COMPANY'S 


stylish wing tip oxford No. 
363 in tan Norwegian Veal. 
The lines of its pointed toe 
are preserved with an Arm- 
strong’s Cork Box. 


SEMI-SOFT TOE 
COMFORT 


VEN pointed toes that require the more 
formal hard toe style are made semi-soft 

and comfortable with Armstrong’s Cork Box 
Toes. They yield easily to every flex of the foot 
—and never a wrinkle or crease! Armstrong’s 
Cork Box Toes will hold their shape for the life 
of the shoe. Why? Because the forepart and the 
sidewalls remain firm, while at the tip line, 
A sk for where toe and vamp meet, these toes are limber 
and flexible. That’s why Armstrong’s Cork Box 
Toes are so popular. They give hard toe style 


ARMSTRONG S. _ wines coccunticeWiite coche Arnecrng 


Cork €# Insulation Company, Cork 
C O RK B OX TO E oy Division, 933 Arch Street, Lan- Armstrong's 
caster, Pennsylvania, for further (A) 


ATLANTA : Boston -°  CuHicaco : CINCINNATI 
information about these box toes. Product 


Derroir - New-York - £Partapevpaia «: St. Lovis 
When writing advertisers please mention Boot and Shoe Recorder 
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Above — Vac Gameluck. Leather 
top, rubber foot. Very light weight, 
flexible and comfortable. Tough, 
non-slip, long wearing, crepe rub- 
ber sole. One-piece tan leather 
top formed to fit leg (no back 
seam). Practical and popular. 12 


At the right—Oneida. 15-inch lace 
rubber shoe, better than leather 
for marshland or for wet or snowy 
days. More comfortable than the 
ordinary rubber boot. Special 
quality rubber to stand hard wear. 
Wide enough to wear with one or 
more pairs of wool socks. Tan or 


FOR THE 


and 16 inch heights. 


Black. 


Above— The Boone. Special high-lace 
leather shoe for sportsmen, engineers, 
surveyors, etc. Selected black retanned 
leather upper with oil worked clear 
through it to keep it soft, pliable and 
_water resistant. Solid brass lacing 
hooks; leather lined vamp; extra wide, 
non-ripping back stay; Barbour storm 
welt. Choice of waterproofed leather or 
Mishko soles. 16 and 18 inch heights. 


At the right—Potomac Sporting Boot. To 
wear over leather shoes. Just the thing 
for washing the car, changing tires on 
the road, traffic or state police, duck 
shooting, fishing, tramping or chores on 
wet mornings, etc. Light weight, con- 
venient and practical. Fleece lined foot 
for warmth. Top is flexible above ankle; 
pulls up and fastens to belt with strap; 
for sticky mud tighten strap around 
instep. 


There’s 
Many an Extra Profit! 


Selling sportsmen—fishermen—hunters—footwear that pleases them can bring 
you many an extra profit. They’re critical and exacting but when they find 
what they want, they’re willing to pay for it and also pass the good word along 
to their friends. 

BALL-BAND Footwear for sportsmen will help you to get and hold this 
profitable trade. Each number is designed to meet the special needs of sports- 
men, built to BALL-BAND’S high standard of quality, and proved satisfactory 


through years of service in all parts of the country. 


Display a few pairs in your window along with other 
hunting equipment. Only four numbers are shown 
here—see the complete catalog and make your selec- 


tion. 


Mishawaka Rubber & Woolen Mfg. Co. 
280 Water Street, Mishawaka, Indiana 


(New England and Greater New York dealers should address 
Dunham Brothers Co., Dept. A, Brattleboro, Vermont.) 


BALL-BAND (Red Ball) 


Boots — Arctics — Gaiters — Rubbers — Leather 
Work Shoes—Canvas Sport Shoes—Woolen Footwear 
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HE idea took hold grad- 


Here and there 






authority men- 





ioned it,, Then, almost 
WE the idea be- 


came Feature News. 







“Point your toes Straight Ahead” is being 





poured into the consciousness of the Ameri- 





can public. Doctors, foot specialists, military 





men, physical instructors, posture experts, 





and now even fashion authorities say it and 





write it in a constant stream. And to lend 






further authority to the movement, the 





Metropolitan Life Insurance Company in 





their health campaign inserts a page adver- 









Yes, there are 
Brownbilt Tread 
Straight Shoes for Wo- 
men and Buster Brown 
Tread Straight Shoes 
for girls and boys. 
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O 


One of those things that 
develops every now and 
then and stuffs money in 
alert retailers’ pockets. 










tisement in all the leading magazines, using 
the phrase for a head line! 

Now, a retailer doesn’t have to have an 
overly keen nose for sales to recognize that 
Brown bilt TREAD STRAIGHT Shoes are 
right down the middle of the alley of this 
popular movement. 

The features of Brown bit Tread Straight 
Shoes are right. (See mechanical illustra- 
tions). The styles are as smart as next year’s 
car. The mark-up takes care of you, and the 
retail price is $5.00. 

Altogether, the set-up is a natural. Will 
you do something with it—write a letter or 
wire to see the line and get details? 


Wein Grose Goungaiy 


Manufacturers, St. Louis 
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Features 


you can 
talk about 


Spring steel, placed 
right to absorb shocks. 


Sprung-up insole which 

snuggles up under the 

arch, and says, “Rest, 
you tired dogs.” 


| 


That higher 
page ei as Heel higher and 
upright. Be- longer on inside. 
lieve it or not, Pivots the foot. 
this straight- Swings it into a 


ens a _ fellow A ; 
right up to his straightline. 
neck, 


eeeeree> 
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